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mportant News Worth Waiting for 


We have been inspired by a demand for something new, some- 
thing magic, and something with charm and distinction for the show 
window, store and ball room interiors. In this space next month, we 
will illustrate one or more of our five models of our new Magic Crystal 
Mirror Sets; a real inspiration of a combination of colors reflected 
from mirrors and crystals—a magic effect beyond comparison. Noth- 
ing to get out of order, no lights to handle or colors to fade, and deco- 
rative when not in motion. 


@he Botanical Decorating Co. 


(Established 1896) 


319 to 327 West Van Buren Street 
Chicago, Illinois 
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“Pittsburgh” Silvered Reflectors stay bright. They deliver the light 
where you want it—properly distributed—and in the maximum candle 
power which is possible only with bright reflectors. 

Not a single “Pittsburgh” Reflector made since August Ist. 1916—more 
than nine years ago—has ever been reported to us as having the silvered 
reflecting surface tarnish or discolor. The “Pittsburgh” 5-year guarantee 
is your full protection. 

For almost twenty years we have specialized in the lighting of retail 
store windows. “Pittsburgh” service will give you the best window light- 
ing possible, and “Pittsburgh” Reflectors will maintain their initial light- 
ing efficiency throughout a long period of years. 


Write for Free Copy of Booklet, “Show Window Lighting.” 


PITTSBURGH REFLECTOR COMPANY 


(Formerly Pittsburgh Reflector & IHuminating Co.) 
403 Eowman Bldg., Third and Ross Streets, Pittsburgh, Pa. 
REPRESENTATIVES IN PRINCIPAL CITIES 
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Attention, Department Managers! 


Pages noted opposite your 
name contain valuable infor- 
mation. Read and pass on to 
next name designated. 
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i college course in 
breaki ng into the dealers window” 


_ Extracts from experience on distribution and installation 
of sales displays 


Novel ideas and modern methods for wooing and winning the 
dealer's co-operation 


One hundred exhibits of masterpiece material 
The results of retailers—the progress of producers 
All organized, summarized, for YOU 


Speakers of national note. Entertainment of exceptional ex- 
cellence 


Of course, you re coming! 


And BRING ALONG A FRIEND! 





nd annual e 
2Convention 


Ve WINDOW DISPLAY 
WY Advertising Association 


Edgewater Beach Hotel, Chicago 
October 6, 7, 8 


Wire Your Reservation Now to 


C. E. Johnson, 119 W. Jackson Blvd., Chicago 
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Captivity and Cultivation 


Y sheer native inertia, developed slowly and 

soundly over a period of years, window and store 

display advertising has won a permanent niche 

in the councils and plans of all retailers and 
national advertisers. For a score of years or more_the 
appreciation of the value of display as a forceful and 
powerful presentation of mercantile selling appeal has 
been growing until today it is recognized as foremost in 
the methods and means at the command of retailers for 
increasing sales. 

But this growth and appreciation, resulting as it did 
without organization or united study and deliberation, 
could not continue to go unheeded in this modern era of 
intensive study of all business activities. It was not at 
all surprising, therefore, that nearly two years ago a 
handful of sales and advertising executives and d:splay 
producers gathered together to see if the time were not 
ripe for the intensive study of window display advertising, 
as had already been accomplished for almost every other 
known phase of merchandising and advertising. 

The thought was most timely and this little group of 
enthusiastic men organized forthwith the Window Display 
Advertising Association. Within six months thereafter, so 
quickly was sentiment crystallized in its favor, its first 
annual convention was held at Cleveland, Ohio, the city 
of the association’s birth, and this conference was marked 
by the sincerity of purpose of all in attendance. None will 
ever forget this memorable event. The attention of each 
delegate was not diverted for a moment from the duty at 
hand and the deliberations predicted a most successful 
existence and triumphant growth for this newest baby in 
the realm of organized commercial endeavor. 

The association has steadily grown in size and influence 
and all eyes will be focused to Chicago, October 6, 7 and 8, 
when the second annual convention of this association will 
be held. The Chicago convention committee has been 
working with a zeal and fixity of purpose that assures a 
meeting that will be remembered for its accomplishments 
in opening the door to a bigger and better understanding 
and, therefore, a more efficient application of the world’s 
most powerful business ally, a medium that is without 
doubt the final link in modern merchandising. It will 
prove a boon to both the national advertiser and retailer. 

WINDOW ADVERTISING MAKES THE PASSER 
BUY is now an accepted truism and ‘is leaving a deep im- 
pression in the history of successful sales promotion. 





There is much to be accomplished and much will be 
accomplished, and it can not be too strongly urged that all 
interested should make every effort to attend the delibera- 
tions on the subject that will take place at the Chicago 
convention. Let everyone give his share so that all may 
reap a bigger measure of ideas and information It is only 
in the general unselfish participation in this study of win- 
dow display advertising that the most good can be ac- 
complished. 

Especially worthy of mention is the fact that the Window 
Display Advertising Association despite its short existence 
has made its influence felt for the general good of the 
medium which it represents. Advertising agencies every- 
where, newspaper publishers and all who play a part in 
carrying out the merchandising plans of the national ad- 
vertiser have given heed to the subject of window display 
advertising and are studying it keenly and eagerly and 
giving it an important place in their activities. In fact, 
there is really a rush for information on the subject that 
is, indeed, prophetic. 

Most noteworthy is the rapidity with which the promi- 
nent newspapers of the country have built up merchandis- 
ing departments to assist the natignal advertiser in secur- 
ing proper window displays as a tieup to newspaper ad- 
vertising. The purveyor of any form of adyertising can 
best serve his clients by co-ordinating with his medium 
the proper and sound use of window displays. 

Such problems as circulation, distribution, installation, 
production, selling appeal, display effectiveness, dealer co- 
operation, proper eo-grdination and many other need the 
telling searchlight of experience to make these various 
display requisites better understood by all those who are 
using or producing this medium of advertising. 

With a growing and enthusiastic membership the Win- 
dow Display Advertising Associat'on is now ready to 
embark upon a very complete program of mutual useful- 
ness and helpfulness to all, and its influence should take 
first rank in the business world. Window display has been 
captured by American business and this diamond in the 
rough will be cultivated until its application will be a 
known and proven science of modern business. 

The DISPLAY WORLD again pledges an unselfish de- 
votion to the aims and purposes of the Window Display 
Advertising Asscciation, which it has from the very be- 
ginning so carefully fostered. 
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Offices and Lithographic Plant 
327-331 East 29th Street 


If a Window Display ts marked 


" EIN/ON-FREEMAN C2 INC” 


—it will produce! 


IT’S a good thing for more manufacturers to know what 

thousands of merchants and their display men have long 

learned...That a display marked EINSON-FREEMAN CO. will 
produce!...It produces because it is planned by merchants from the 
merchant’s point of view—by an organization that includes 


—the former merchandising head of 
America’s largest group of depart- 
ment stores, 

—the former advertising chiefs of 
some of America’s most important 
stores, 

.—a former president of the Interna- 
tional Display Men’s Association, 

—the display counsel of America’s 
largest system of chain stores, 


as well as men who have actualiy 
owned and successfully managed their 
own retail stores. 


It’s “back-of-the-counter” knowledge 
that makes EINSON-FREEMAN dis- 
plays produce. But more than that, it’s 
specialization, absolute concentration 


on the one field of Window and 
Counter Display Advertising, in which 
this organization has been a pioneer 
and leader for the past quarter of a 
century. 


We create nothing else. We pro- 
duce nothing else. We seek no other 
type of lithographic work. And we 
are equipped, as few organizations are 
in this field, to handle the complete pro- 
duction of window and counter dis- 
play advertising with a speed, efficiency 
and a selling quality that has won us 
the unusual privilege of being Dealer 
Display Counsel, as well as exclusive 
supplier, to organizations that repre- 
sent the industrial and business leader- 
ship of America. 


If you want to embody in your store advertising those qualities of sound selling 
, and merchandising that only first-hand knowledge of the retailer’s problems 
can give, write, "phone or wire for a conference with one of our executives. 


EIN/ON-FREEMAN Co ike 


LITHOGRAPHERS 


Specializing 
InWInNdOWand 
store display 


Fle sag fsiited 














New York City 





Mounting and Finishing Plant 
510-520 East 73rd Street 
New York City 
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The Beckoning Finger of Advertising 


Sales message in magazine or newspaper is quickly forgotten but 


interest in product is awakened at actual point of sale 


By JOHN H. MOORE 


Sales Manager, Pro-phy-lac-tic Brush Company, Fiorence, Mass. « - 


HY does a man tie a string around his 

finger occasionally when he leaves home 

in the morning? Why does the modern 

grocer telephone his customers every 
morning? Why do we have window and counter 
displays? The answer is the same in each case— 
“Lest we forget.” 

That, actually, is the real function of window 
display advertising, and the window display ma- 
terial should be prepared with that end in mind. It 
is not and never should be considered a complete 
unit by itself, but rather an adjunct to the news- 
paper or magazine campaign in which have been 
given the reasons why the merchandise is superior 
and why it should be given preference over its 
competitors. 

But no matter how convincingly the story has 
been delivered- no matter how badly the article 
is needed—the fact remains that the world is a 
busy place, and, being human, we forget. Here, 
therefore, is where the window displays step in 
and take up the burden. The impression of the 
advertisement, read at home the night before in 
newspaper or magazine, has faded by morning, and 
it is not until we see the window display at the 
actual point of sale, beckoning its finger at us and 
saying, “Come on in—here’s where you can buy 
the merchandise you were reading about,” that we 
think of it again. 

Does it pay? That depends upon the character 
of the display itself, provided it is actually on the 
counter or in the window. Naturally a display—no 
matter how good—can produce no results if it lies 
buried in the cellar of the store. 

The problem of the advertiser, therefore, is two- 
fold: First, to actually get the display where it can 
be seen by the public; and second, to have it suffi- 
ciently attractive and convincing to do its work. 

Now, into whose hands should the planning and 
the preparation of this window display copy be 
placed—the sales department, the advertising de- 
partment, or the advertising agency? There are 
many answers to this question, and many of them 
have been successfully carried out. In our own 
company we have organized a separate department, 
Which is a link-up between the sales and advertising 
departments, which we call “trade advertising.” Its 
function is to take up the’ burden where the con- 
sumer advertising leaves off and to carry the story, 


which they have told, forward to the point where 
it is again taken up by the sales department. 

In other words, there is a big gap between the 
consumer and ourselves, which is bridged by both 
the jobber’ and the retailer, and the duty of our 
trade advertising department is to bridge this gap 
by advertising in the trade magazines, by the 
preparation of counter and window material and 
other incidental work, such as special broadsides 
to the trade, etc. In this material the emphasis is 
made especially on the selling end of the copy 
rather thar on the publicity or “reason why” ap- 
peal which is made to the consumer. 

Moreover, the importance of this work is being 
recognized more and more by the best advertising 
agencies and they, too, in many instances have or- 
ganized sales promotion departments to work in 
conjunction with their clients. 

Is there wastage in window display material? 
Yes, big wastage, just as there is wastage in all 
other forms of advertising, and yet the responsi- 
bility for the wastage in this material lies equally 
as much at the door of the producer of the ma- 
terial as it does with the dealer. As the writer said 
in a recent issue of The DISPLAY WORLD, we 
frequently send our trucks to the local drug stores 
and through the courtesy of their proprietors bor- 
row and study the material which they have on 
hand, Much of it is good, but unfortunately much 
of it seems to have been prepared with very little 
thought to the actual needs of the dealer or of its 
appeal to the consumer. In other words, it looks 
as though the advertiser, vaguely feeling the neces- 
sity for window or counter material, had finished 
the job with as little effort as possible. 

But the dealer is actually looking for good ma- 
terial—material that will brighten up his store and 
enhance its attractiveness to his customers. He 
may be busy and he may know little about the 
technique of window trimming, but he does recog- 
nize good material and will certainly use it with 
as little percentage of wastage as any other form 
of advertising, provided an equal amount of thought 
has been given to its preparation and distribution. 

There is no “open sesame” to window display 
advertising, nor are there any definite figures as 
to its returns. Each problem must be considered 
by itself and the results are commensurate with 
the study which is given. 








6 THE DISPLAY WORLD 





The Modern Trend in Window Display 


Advertising through the show window can be considered a twentieth 
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century development although one of the oldest forms of appeal 


By FRANCIS D. GONDA 


Vice-President, Einson-Freeman Company, New York City 


N the sense of exposing commodities 

for sale, the idea of “window display” 

is virtually as old as humanity itself—at 

least as old as the discovery that a 
skilled individual could make more of a certain 
commodity than his own needs required and dis- 
pose of the excess to others less skilled in exchange 
for other desirable commodities. 

But window display, in the modern sense, is 
a very recent development. In fact, it can claim 
kinship with the radio and airplane as a strictly 
twentieth century development. And there has 
been as much advancement as radical progress in 
the fundamentals of window display within the 
past two decades as there has been in radio since 
Marconi saw the first spark jump the gap oi its 
terminals, or since that not far distant day when 
Wright made his first trial flight of two minutes 
or so at Kitty Hawk. 

Of course, there had been earlier attempts to 
develop window display beyond the bare stone age 
idea of exposing merchandise for sale, plus per- 
haps a few price-tags or signs extolling the merits 
or benefits of the commodities displayed. The 








200,000 More 
‘Pipe, Smokers 


Window and Counter Display Created by Einson- 
Freeman Company, New York City. 
thought of artistic arrangement of merchandise 
had its birth even before the dawn of the twen- 
tieth century. At its crudest, it expressed itself in 
such grotesqueries as attempts to build pyramids, 
houses, ships or locomotives out of cans of beans 
or tomatoes. At its best, it resulted in what is 


still the basis of modern department store display 
—an art comparable to that of stage decoration, 
using beautiful draperies, polished woodwork, fine 
bronzes, gold, silver and exquisite objects of art to 
glorify ordinary articles of merchandise. 

But these methods naturally could not be made 
available, except in a very limited way, to the 
small merchant or smaller store that did not have 
the facilities for displaying merchandise in beau- 
tiful settings, the rich and rare stuffs to create 
atmosphere, or the skilled aid of high-priced win- 
dow display experts. The need of such stores for 
some approximation of the attractiveness and in- 
terest of the big store’s displays brought into 
being the lithographed cutout, or window display. 


The first form of lithographed window display 
advertising was the “Pretty Girl” display of the 
“calendar chromo” or “buckeye art” type. With- 
out much relevance to the basic sales arguments 
for the goods to be displayed, without any real 
relation to the merchandise advertised, a pretty 
girl’s picture, toothsome and smiling, was con- 
sidered quite sufficient to attract attention to the 
wares that were offered. 

To some extent, this idea has been retained in 
the more modern development of the lithographed 
display. The attraction of wholesome, beautiful 
femininity for normal human beings is undeniable, 
and if the charm of a lovely face and winning 
smile can be legitimately added to a sound sales 
argument, it is likely to enhance the pleasure of 
the impression created and the memory retained. 
The danger is, however, that the only impression 
retained may be that of a pretty face, and that the 
memory of the product itself may be confused 
with that of scores or even hundreds of others, ad- 
vertised in an exactly similar way. 


In fact, in some extremely successful displays, 
the trend has been definitely away from this time- 
honored “first thought” of advertising men and 
lithographers, who either have insufficient mer- 
chandising background or an insufficient apprecia- 
tion of the importance of window display in the 
general scheme of distribution, to “dig” for a more 
substantial merchandising thought than a pretty 
girl holding or using the product. 

For instance, in a field peculiarly ridden by the 
“pretty girl” idea, the soft drink field, the Canada 
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Dry Ginger Ale people have secured an individual- 
itv for their product and attained a success far 
overtopping any of their competitors for the use 
of the dealer’s window by borrowing the depart- 
ment store idea of creating a “stage setting” ex- 
pressive of the atmosphere of the product rather 


than any attempt at human interest. 

The Canada Dry advertising has, from the be- 
ginning, attempted to build up an atmosphere of 
listinction, a distinct acceptance of superiority for 
the product. Exclusive clubs, fine hotels, the gath- 
ering places of the elect of society were listed and 
illustrated. Even the slogan, “The Champagne of 
Ginger Ales” was intended to convey the impres- 
sion of a product of aristocratce implications. 

To crystallize this impression, and to show the 
product in an environment of distinction even if 
displayed in the crowded window or counter of a 
small grocery or delicatessen store, a display was 
created showing the actual bottle placed, appar- 
ently, in a silver champagne bucket against a back- 
ground of palatial splendor. Stained glass win- 
dows, the dark magnificence of tapestries and 
carved wood, a great fireplace with statuary elo- 
quently expressed the high social acceptance of 
Canada Dry. 

The tendency of national advertisers to “steal 
the thunder” of the department store in other 
directions, too, is illustrated in an interesting way 
by the veritable “rapid-fire” window and counter 
merchandising campaign recently conducted by the 
American Tobacco Company. Instead of the con- 
ventional, ageworn “props” of tobacco advertising 
—smoker with face expressing extreme delight, 
Oriental dancer or coryphee languidly reclining 
with cigarette—the American Tobacco Company 
has brought out a bewildering succession of in- 
genious displays—each featuring some attractive 
“Combination Offer” or price reduction that gives 
the dealer a sound merchandising reason for put- 
ting the display on his counter or in his window. 

The same desire to make the window display a 
selling medium rather than a mere method of pub- 
licity prompted the Miller Rubber Company re- 
cently to create a window display for a hot water 
bottle which not only suggested definite uses, 
some entirely new for hot water bottles, but of- 
fered a special inducernent of another valuable ar- 
ticle of merchandise free with every purchase of a 
water bottle. The effectiveness of this display and 
the strength of its appeal to the merchant is proved 
by the facts that it sold, in advance, a season’s 
entire output of water bottles. 

\nother significant development has been the 
“co-operative display,” which not only features the 
manufacturer’s own merchandise, but gives the 
dealer the opportunity to feature in his window 
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and dispose of an entire line of related articles. 
All these tendencies are significant of one thing 
—that the merchant’s viewpoint, the merchandis- 
ing idea—is becoming recognzed as the most effec- 
tive force in window advertising. No longer is it 
sufficient for a manufacturer to say, “Let’s get up 
a window display.” He must first create a sound 
reason for the merchant to use the display. 








“CANADA DRY” 
‘The 
Champagne 
of Ginger Ales 
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One of the Distinctive Canada Dry Ginger Ale 
Lithographed Displays Recenthy Created. 


Dealers are becoming educated in what is good 
business for them to use in the way of window 
or counter display. They are becoming more and 
more discriminating in selecting the display that 
contains the elements of sane merchandising, and 
more and more difficult to be pleased by merely a 
pretty picture or a clever “stunt” without relevance 
to the real purpose’ of, a display—which is to in- 
crease the sale of merchandise. 

It is an encouraging sign of the times that so 
many manufacturers are devoting serious thought 
to embodying in their store advertising the same 
fundamentals of sound merchandising that deter- 
mine their sales or general advertising policies. 
And in proportion to the recognition of the im- 
portance of this medium by both manufacturers 
and creators as a vital and indispensable link in the 
distribution chain, there will be genuine progress 
in window and store display. 
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W.D.A.A.Convention Will Be Epochal 


‘Breaking Into the Windows” will be principal theme of second annual 
meeting to be held at Edgewater Beach Hotel, Chicago, October 6-8 


POCH-MAKING history in the onward 

march of window display as the most im- 

portant of all advertising mediums will be 

written with the convening of the second 

annual convention of the Window Display Advertising 

Association, at the Edgewater Beach Hotel, Chicago, 

October 6, 7 and 8. It will not only. mark a milestone 

in the progress of display advertising, but indicates in a 

mdst emphatic manner the recognition of the necessity 
for proper organization in this progressive field. — 

Wonderful results have been accomplished in the 
short time the association has been in existence, but 
those active in its direction and those who have closely 
followed the trend of modern advertising fully realize 
the great amount of work that must be done before this 
medium can be called standardized. This convention 
hopes to help solve the many problems involved and 
to lead the way for one of the greatest advancements 
ever experienced in the advertising industry. 

More and more window display advertising is at- 
tracting the attention of forward-looking men engaged 
in marketing hundreds of products through retail chan- 
nels. Of course, this form of advertising has always 
been an important sales-producing medium, silently 
and effectively co-operating with space advertising, but 
it has never received its full measure of recognition. 

Practically every member who attended the first 
convention meeting a year ago at Cleveland will be on 
hand at this convention. Those who went there by 
chance will go to Chicago by choice, because the vitally 
interesting elements uncovered during these sessions 
are still fresh in their minds. They were enthusiastic 
with the results, and many have profited greatly from 
the information gained there. 

Every national advertiser concerned with the mar- 
keting of products distributed through retail stores is 
directly interested in the development of this medium 
as an auxiliary to national advertising campaigns. They 
will form,a large part of the thousand or more dele- 
gates expected to attend the meeting. The tie-up of 
dealers with national publicity is one hundred per cent 
co-operation at the point of sale. Those who have 
secured this sort of co-operation have received wonder- 
ful returns, and those who have accomplished big re- 
sults will be among the ones to talk on the various 
phases of the subject and to answer questions asked 
before the convention. 

Talks will be terse and teem with meaty informa- 
tion of direct benefit to all who are interested in the 
subject. Speakers of outstanding ability, as evidenced 
by the program printed elsewhere in this issue, have 


been selected to lead the discussions, and every mai 
on the program will have a message worth traveling 
many’ miles to hear. There will be no set speeches dea! 
ing in generalities. 

An entertainment program intended to provid 
clean, wholesome amusement has been prepared, and it 


ARTHUR FREEMAN, 
Chairman Board of Trustees, W. D. A. A., 
Chicago, [1l. 


is suggested that no one miss a single feature. In- 
structive and entertaining luncheons will be held each 
day in the Edgewater Beach Hotel. Tuesday evening 
the annual banquet will be given in the large banquet 
room of the hotel with special entertainers and speak- 
ers. Dinner, dancing and frolic at the famous Rainbo 
Gardens will be the outstanding feature for Wednes- 
day evening. and a special invitation has been extended 
to the ladies by the Chicago committee who will be in 
charge. Beginning Friday morning at 9:30 o’clock a‘ 
the Bunker Hill Country Club, a golf tournament wil! 
be held, with many prizes offered for the lowest scores. 

How “breaking into the dealer’s window” has been 
done sucessfully, and how it may be done still more 
successfully, aptly describes the objective of the con- 
vention. The Chicago committee’s slogan, “Bring 4 
Friend,” cannot be too forcibly stressed. 
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CHICAGO INVITES YOU 





JosepH M. Kraus 
Gen. Chrm., Chicago Convention Committee 


A most cordial invitation is extended to all members of the Window Display Adver- 
tising Association and everyone interested in the subject of window advertising to 
attend our second annual convention to be held at the Edgewater Beach Hotel, Chicago, 
October 6, 7 and 8. 

Speaking for the Chicago Convention Committee, | can assure everyone who at- 
tends this meeting a most enjoyable and profitable time. A constructive and instruc- 
tive program of unusual merit has been arranged and it can safely be said that the 
meetings for the three days’ session wil! be long remembered. 

The Chicago Committee has' been working untiringly for several months on this 
proposition and it will certainly be encouraging for reservations to come in early. For 
this reason it is suggested that reservations for hotel accommodations be made 
promptly, addressing C. E. Johnson, 1119 W. Jackson Boulevard, Chicago. 

When the committee secured the Edgewater Beach Hotel, at the rates granted, it 
did a real job. Not only is it as fine a hotel as there is in the country, but it is also 
ideally situated, affords the most comfortable living quarters, serves excellent food, 
and, all in all, is an ideal convention home. 

The program complete to date is announced on another page of this issue. This 
will serve to give a faint idea of the general plan—but only a faint idea. One of the 
finest exhibitions of window display advertising ever assembled will be on display at 
the convention. The grand ball room of the hotel will be devoted to this purpose 
and exhibit spaces are being sold very rapidly at $100 each. There are still some to 
be had, and those firms desiring exhibit space should address C. T. Fairbanks, Edwards 
& Deutsch Litho Co., 2320 S. Wabash Ave., Chicago. 

A last word to our members. In your anxiety to make preparations to attend 
this convention, do not overlook inviting someone to come along with you and share 
the benefits of the proceedings. 

BRING A FRIEND ALONG! 

Sincerely yours, 


JOSEPH M. KRAUS 
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Convention Exhibit Assured Success 


Leading manufac'urers and distributors of window display advertising 
material combine efforts to make exposition an outstanding one 


By C. T. FAIRBANKS 
Vice-President W. D, A. A. and Chairman Exhibit Committee, Chicago, IIl. 


INDOW and store display is one, if not 
the oldest, form of advertising known, be- 
cause it bases its usefulness and effective- 
ness on displaying and advertising the mer- 

chandise right where it is for sale and while the pros- 
pect is ripe. Starting out with the display of the mer- 
chandise only, it has developed into a powerful adver- 
tising medium through the addition of signs, illustrated 
cards, etc., calling attention to the usefulness of the 
merchandise displayed, which, together with beauti- 
fully decorated backgrounds and improved lighting 
equipment, make the modern store window a thing of 
beauty, attractiveness and great merchandising value 
to the dealer as well as the manufacturer whose prod- 
ucts are on sale. - 

Strange to say, this big important medium of ad- 
vertising, although the most useful in the successful 
merchandising of goods, is the last to organize into a 
national association of those various elements that are 
vitally interested in the progress and success of this 
form of publicity. 

Other mediums of advertising have advanced with 
leaps and bounds after organizing in a national way, 
and it is only through similar effort on the part of those 
interested in window and store advertising and the asso- 
ciation of interests, both consumer and producer, that 
this medium will advance in a similar manner and take 
its rightful place in the forefront of effective, result- 
producing advertising mediums. 

For this very purpose the Window Display Adver- 
tising Association was organized two years ago, and for 
this very reason should have the whole-hearted support 
of every manufacturer and national advertiser whose 
products are sold in retail stores, as well as every pro- 
ducer of display material, be it lithographed signs, crepe 
paper backgrounds, ornaments, electric signs or light- 
ing fixtures, also distributors and service organizations, 
and last, but not least, the retailers, without whose win- 
dows there could be no window displays. 

This is the very meat of the whole situation, the key- 
note of the coming convention in October, “BREAK- 
ING INTO THE DEALER’S WINDOW.” 

The national advertiser wants to know how he can 
get every one of the displays he buys installed in the 
dealer’s window without waste; he wants his displays 
to work and not lay idle. One so-called expert will tell 
him he should get better designs, another to get better 
lithographing and printing, another to use one big dis- 
play, another a lot of small pieces; others will advise 


brighter colors, and still others to employ the services 
of a distributing company to install the displays at so 
much per window, including background decoration. 

What is the answer? Come to the convention and 
find out. Come prepared to ask a lot of questions, be- 
cause, with every phase of the industry represented, 
nearly every question within reason should have a ready 
answer by some one. 

But there is another advantage to be gained by 
organizing the forces of window display users and pro- 
ducers, and that is the opportunity afforded each year 
at the annual convention to have an exhibit by the dif- 
ferent interests in the field. If we believe in the ef- 
fectiveness of window displays themselves, we cannot 
help but be sold on the advantage of displaying our own 
products at an exposition of this kind. The one this 
year bids fair to bear out the truth of this assertion, 
and the recognition of the need of an annual exhibit of 
this kind. 

Already all the available space has been sold in the 
big ball room at the beautiful Edgewater Beach Hotel, 
Chicago, and additional space in the banquet room, and 
when the convention opens on the morning of October 
6 there will be displayed the greatest aggregation of 
window displays, products, decorations, etc., ever col- 
lected at one time. The big producers have seen the 
opportunity and grasped it, and this feature alone will 
be worth coming miles to see. 

Among the exhibitors who have signed up to date 
are the following: National Associated Window Display 
Service, Indianapolis, Ind.; Badger Carton Co., Mil- 
wattkee, Wis.; Capitol Projector & Film Co., Chicago, 
Ill.; The Art Paint Poster Co., Chicago, Ill.; The Erie 
Lithographing Co., Erie, Pa.; Einson-Freeman Co., 
New York City; Niagara Lithograph Co., Buffalo, 
N. Y.; Regenstein-Veeder Co., Chicago, Ill.; Fred L. 
Wertz, Display Counsel, New York City; Edwards & 
Deutsch Lithographing Co., Chicago, Ill.; Carl Percy, 
Inc., New York City ; Dennison Mfg. Co., Framingham, 
Mass.; The DISPLAY WORLD, Cincinnati, Ohio; 
C. A. Reed Co., Williamsport, Pa.; Grinnel Litho Co., 
New York City ; Chicago Card Board Co., Chicago, Ill. ; 
Standard Show Card Co., Chicago, IIl.; Window Dis- 
play Installation Bureau, Cincinnati, Ohio ; Fixture Sales 
Co., Charlotte, N. C.; The Mounting & Finishing Co., 
Chicago, Ill.; Neighborhood Display Service, Inc., Chi- 
cago, Ill.; Old King Cole, Inc., Canton, Ohio, and Rey- 
bourn Manufacturing Company. 

“BRING A FRIEND.” 
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Official Program W.D.A.A.Convention 


EDGEWATER BEACH HOTEL, CHICAGO, OCTOBER 6-8, 1925 


Keynote of the Convention: “Breaking Into the Windows” 


TUESDAY, OCTOBER 6, 1925 
Morning Session 

9:00 A. M.—Registration and credentials (entrance to 
ball room). Visit Window Display Exposition in ball room. 

9:30 A. M:—Convention called to order by Edwin L. An- 
drew, president, Window Display Advertising Association 
in Banquet Hall Edgewater Beach Hotel. 

Address: “Welcome—Let’s Go!” by Joseph M. Kraus, 
chairman of Convention Committee. 

Response and annual address, sounding keynote of the 
convention, “Breaking Into the Windows,” by President 
Edwin L. Andrew. 

10:30 A. M.—Address: Subject, “Big and Little Elec- 
trical Dealers’ Points of View on Manufacturers’ Window 
Display Material,” by R. B. Sutliffe, of McGraw-Hill, New 
York, publishers of “Electrical Merchandising.” 

11:15 A. M.—Address: Subject, “How to Get Results 
From Window and Counter Display Advertising,” by F. D. 
Gonda, vice-president Einson-Freeman Co., New York. 

12:15 P. M.—Luncheon at Edgewater Beach Hotel. 


Afternoon Session 

2:00 P. M.—Convention called to order by Edwin L. 
Andrew, president. 

2:30 P. M.—Address: Subject, “The Right Use of Win- 
dow Displays,” by T. F. Driscoll, advertising manager of 
Armour & Company. 

3:00 P. M.—Address: Subject, “United Cigar Store Win- 
dow Displays,” by David Myers, superintendent of win- 
dows, United Cigar Stores Company, Chicago. 

3:30 P. M.—Address: Subject, “Waste in Hardware 
Window Display Advertising,” by Rivers Peterson, editor 
of “Hardware Retailer,” Indianapolis, Ind. 

4:00 P. M.—Address: Subject, “Window Displays— 
What For!” by Bernard J. Mullaney, vice-president of 
Peoples’ Gas Light & Coke Company. 

5:00 P. M:—Address: Subject, “Why Cooper Underwear 
Company Spends Annually from $50,000 to $75,000 on Win- 
dow Display Service to Dealers,” by Walter E. Hardy, 
president of Hardy. Advertising Company, Chicago. 

Evening Session 

7:00 P. M—Banquet, Edgewater Beach Hotel; Joseph 
M. Kraus, chairman Convention Committee, presiding. 

Addresses: Inspiration message by Walter Dill Scott, 
author of “The Psychology of Advertising,” and president 
of Northwestern University, Chicago. “Co-ordinated Ad- 
vertising,” by George Fowler, J. Walter Thompson Com- 
pany, New York. 

WEDNESDAY, OCTOBER 7, 1925 
Morning Session 
9:00 A. M.—Visit to exhibit in ball room. 
9:30 A. M.—Convention called to order by Arthur Free- 
n, chairman Board of Trustees. 
9:45 A. M.—‘Newspaper Merchandising Co-operation,” 
S. B. Horton, merchandising manager Chicago American. 

10:15 A. M.—Address, C. King Woodbridge, president of 
Associated Advertising Clubs of the World. 

10:45 A. M+-Subject, “Putting Over National Baby 
Health Week Through Window Displays,” by G. F. Earn- 
shaw, president Earnshaw Sales Company. 

11:30 A. M.—A'ddress, “The Pulling Power of Light,” by 
‘Sam Hibben, Westinghouse Lamp ‘Works, Harrison, N. J. 
12:15 P. M—Luncheon, Edgewater Beach Hotel. Music. 


ma 


Address: Subject, “Woman—The Window Shopper,” by 
Miss Helen M. Bennett, Woman’s World’s Fair, Inc. 


Afternoon Session 


2:00 P. M.—Convention called to order by C. T. Fair- 
banks, vice-president. 

“Motion Picture-Publicity Testers,” Pillsbury Flour 
Mills Company, Minneapolis, Minn. 

2:30 P. M.—Session devoted to the groups within our 
organization (joint session). 

(a) National Advertisers and Manufacturers. Subject, 
“How to Make Your Windows Pay.” 

(b) Agencies. “Window Displays and the Advertising 
Agency,” B. Compton, H. K. McCann Adv. Agcy., New York. 

(c) Producers. Subject, “Display Surveys.” Chairman, 
C. C. Munro, president Munro & Hartford Co., New York. 

(d) Installation. Discussion of the use of window dis- 
play installation service, B. J. Millward, Noyes Bros. & 
Cutler, Inc., Park Square, St. Paul, Minn. 

(e) Retailers. J. T. Northrop, advertising manager of 
The Hoover-Bond Company, Kalamazoo, Mich. 

(f{) Address: Subject, “Harnessing Light-—The Secret 
of Window Display Success,” by J. E. Lauderdale, Chicago 
sales manager of Curtis Lighting, Inc. 

(g) Freight Rates. H. J. Hanauer, secretary Badger 
Carton Company, Milwaukee, Wis. 

4:30 P. M.—Automobile ride.to view Chicago store win- 
dows, including trip through Chicago parks and boulevards. 


Evening Session 
7:00 P. M.—Dinner, dancing and frolic at Rainbo 
Gardens. Arrangements in charge of Chicago members 
of the association. Ladies invited. 


THURSDAY, OCTOBER 8, 1925 


Morning Session 


9:30 A. M.—Convention called to order by President 
Edwin L. Andrew. 

Invitation to attend the sesqui-centennial, John M. Pat- 
terson, general chairman, Philadelphia, Pa. 

10:00 A. M.—Address, “Window Display Contests.” 

11:00 A. M.—Address: Subject, “Encouraging Neighbor- 
hood Store Displays,” by Frank Morse, manager Sales 
Promotion and Research Department, Chicago Elevated 
Advertising Company. 

11:30 A. M.—Address, F. Guy Davis, Bureau of Adver- 
tising, American Newspaper Publishers’ Association, Chi- 
cago; subject, “Window Display Advertising and the 
Newspapers.” 

12:00 M.—Business session: Election of Board of Trus- 
tees; report of committees. 

12:15 P. M.—Luncheon, Edgewater Beach Hotel. Music. 

Addresses: Subject, “Art Versus Advertising in Win- 
dows,” by Dudley Crafts Watson (Art Institute), Chicago. 
“Relation of Direct-Mail Advertising and Window Dis- 
plays,” by Homer Buckley, president Buckey-Dement & 
Company, Chicago. 

LaSalle Hotel—Red Room 

2:00 P. M.—Convention called to order by President 
Edwin L. Andrew. -Meeting of Board of Trustees 

4:00 P. M.—Final adjournment. 


FRIDAY, OCTOBER 9, 1925 
9:30 A. M.—Golf tournament Bunker Hill Country Club. 
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Train Assistants to Become Managers 


Assistan's should ke considered as displaymen and not as helpers if 
the greatest efficiency and co-operative spirit is desired 


By W. Z. COY 
Display Manager, Miller, Rhoads & Swarts, Norfolk, Va. 


ROGRESS in the display profession of 
latter years is due to the fact that dis- 
play managers are awakening to the im- 
portance of giving their assistants some 
idea of what it is all about when planning for 
openings or special occasions rather than work- 
ing behind closed doors and in absolute secrecy. 
Such an inadvertent system is absolutely wrong 
both for the progress of the display manager and 
that of the assistants. By consulting the depart- 
ment personnel with a complete explanation of 
all plans and ideas many valuable suggestions 
may be obtained. It is a well-known fact that the 
most successful buyers in retail establishments are 
those who call upon the sales people for sugges- 
tions as to the merchaidising value of various ar- 
ticles offered by manufacturers’ representatives. 
In some of the world’s greatest retail stores 
every employe from the cash boys and girls up 
are not only invited but urged to drop their sug- 


Display by E. W. White, Assistant to :V. Z. Coy, Display Manager, 


gestions into a box provided for the purpose. Some 
very useful ideas are frequently obtained from 
these people, but more than that it creates a feel- 
ing of interest in the success of the store and de- 
velops them to fill more important positions. Many 
a store executive today started his career as a 
cash boy, achieving success by his early train- 
ing. A suggestion box in the display department 
is not necessary, but the’ principles should be 
adopted to the fullest extent. 

My assistants are always encouraged to offer 
suggestions when plans for displays are being for- 
mulated, and in almost every case it is not only 
helpful to me but a great help to my entire force. 
as it creates a spirit of co-operation and unity 
which would not exist if I were to ignore them 
entirely until ready to install the windows. It 
would be somewhat of a case of “What would you 
do if you didn’t know what to do?” But when they 
have been consulted in the matter and the time ar- 
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Miller, Rhoads & Swartz, Norfolk, Va. 
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rives for installing everyone knows just what to 
do, thereby accomplishing better results and with 
less worry. 

In my department are three assistants, all being 
displaymen, not helpers. No distinction is made 
as to their rating, such as first, second and third 
man. Each is assigned certain duties connected 
with the operation of the department, and at inter- 
vals I change their responsibility, giving each one 
an opportunity to familiarize himself with all sides 
of the question. 

One man is assigned the duty each day of taking 
merchandise from the windows when requested by 
department heads and the replacing of it. A half- 
hour before closing time he makes an inspection 
trip of the entire store front, observing every de- 
tail and correcting any disarrangement that might 
exist. Another is assigned the duties each day of 
supervising the porter work of the deartment, such 
as cleanliness of windows and the fixture room. 
The other, the arrangement’ of fixture room and 
the removal of all fixtures from the selling floors 
to their proper places in our department. Each is 
held to strict accountability in the performance of 
duties assigned. 

Regular meetings are held each afternoon when 






Display by C. R. Howren, Asst. Display Manager, 
Miller, Rhoads & Swartz, Norfolk, Va. 








the work for the following day is planned. The 
windows io be changed are then assigned and my 
ideas as to arrangements presented. No specific 
instructions are ever issued concerning the execu- 
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tion of their work, for when placed to a certain 
extent on their own initiative their creations are 
more satisfactory. I have always made it a prac- 
tice to compliment when the work warrants and 
am just as quick to criticize, pointing out the cor- 
rection, which is constructive criticism. 





Display by WW. C. Myers, Asst. Display Manager, 
Miller, Rhoads & Swartz, Norfolk, Va. 


3ear in mind that criticizing mistakes can only 
be termed constructive when satisfaction is ex- 
pressed for the work which warrants compliments. 
Continually criticizing the mistakes without an 
occasional pat on the back is not only destructive 
but very unappreciative of loyal co-operation. My 
assistants are instructed to never criticize a fel- 
low-displayman’s work unless they can _ present 
some suggestion for improvement. 

Every display manager of today, especially the 
old-timers, will coincide with this principle if he 
will just think back to the time when he was fill- 
ing the assistant’s place in the display field. The 
managers of bygone days would have his assistants 
do the heavy work and then allow them a half-day 
off while he installed the window for fear they 
might get some idea of how he executed his mas- 
terpiece. He lived in dread of the day that his as- 
sistants might know as much as he. 

Those days have passed into history and the 
display managers of the present are devoting more 
time to planning the work and are leaving the 
actual execution to the assistants. The result is 
quickening the progress of window advertising and 
graduating better ‘trained displaymen into the 
ranks of managers. 





SPECIAL CONVENTION ANNOUNCEMENTS 


HOTEL RESERVATIONS—A decided concession in rates has been granted by the Edgewater Beach 
Hotel to delegates and friends attending the W. D. A. A. convention, October 6-8 Single rooms with bath 
are $4.00 per day; double rooms, for two, with bath are $6.00 per day. Wire or write C. E. Johnson, 119 


W. Jackson Boulevard, Chicago, for reservations. 


EXHIBIT SPACE—Many choice exhibit locations are still available for displays. Communicate with 
C. T. Fairbanks, 2320 South Wabash Ave., Chicago, for reservations. 


: BRING A FRIEND ALONG! 











14 THE DISPLAY WORLD 


September, 1925 


Planning Fall Merchandise Displays 


Goods should be displayed under conditions and with arrangement 
that will sell largest amount—Artistic displays can be interspersed 


By JOSEPH H. MARSHALL 
Display Manager, The Boersma Company, Chicago, IIl. 


ONSIDERING all that has been said 

about the planning of displays and the 

matter of spending money on decora- 

tions, fixtures and embellishments to 
help carry out one’s ideas, the all-important neces- 
sity of the right kind of planning should not be 
neglected. 

A thorough study of merchandise should be 
made the first thought. As a rule, the decorative 
treatment for both spring and fall creations are 
given too much consideration with not enough 
given the merchandise itself, which is, or should 
be the principal factor in any retail establishment 
and particularly in a men’s wear store. 

In the display field-the foremost plan is to sell 
merchandise, truthfully, artfully—but to sell it 
The general scheme of arrangement patterns to 
be used, harmony of color and other points must 
be studied out but with ample consideration always 
given the wishes of prospective customers. 


Regardless of what anyone may say to the con- 


trary, I am a firm believer in the principle of dis- 
playing merchandise under the conditions that will 
sell the greatest amount. Artistic displays are all 
right in their place, but they should not form the 
chief portion of any store’s display schedule. Sell- 
ing windows are what the store executive wants 
and it is up to the display manager to give them 
to him. 

At the recent St. Louis convention of the dis- 
playmen’s association I closely observed all the 
different men’s wear demonstrations and again 
found that much valuable instruction can be secured 
at these annual meetings. The proper way to 
handle any class of merchandise, according to the 
conceptions of recognized authorities from all sec- 
tions of the country, may be seen and knowledge 
of their experiences gained through conversation 
and by listening to their talks. In almost every 
instance I noticed that the merchandise was made 


Sales-Producing Display of Fall Merchandise by Joseph H. Marshall, The Boersma Co., Chicago, Ill. 
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Opening displays for fall as well as those for 
the entire season, must have something more than 
decorative treatment to be successful in creating 
a desire to buy. They must show conclusively that 
the merchandise on display is a most desirable buy 
at the indicated price. This can be done only 
through the judgment and skill of the displayman 
without the use of too much embellishment. 

In our minds and everywhere about us are thou- 
sands of ideas that may be easily and economically 
adopted, but the one to keep paramount in mind 
is that of selling merchandise. Goods being shown 
should always be presented at its best, and under 
no circumstances until it has been pressed and 
otherwise put in a tempting condition. A shirt or 
suit of clothes can not be attractively shown when 
it is full of folds and creases, and a necktie ar- 
ranged in a slipshod manner detracts from the 
entire display. 

Another recognized fundamental is the balancing 
of the display. After the arrangement that seems 
best suited is definitely decided upon, the fixtures 
-~all of them—should be placed in position before 
ihe merchandise is touched. The goods to be dis- 
played should be selected by patterns to harmonize 
and then grouped in the different color selections. 

Opening displays for. fall, if they are well 
planned, are always a step ahead of any class of 
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Men’s Wear Display by Mr. Marshall in Which National Advertisers’ Material Has Been Effectively Used. 
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display. They show what has been designated or 
selected for the style during the coming period, 
the new fabrics and weaves that have been created 
by the manufacturers, and create a desire to pos- 
sess in the minds of prospective customers. 

Powerful as the display windows unquestionably 
are I am quite sure that this efficiency is deter- 
mined by other influences and do not hesitate to 
say that windows will not and can not function 
100 per cent without serious consideration of these 
factors. For example, poorly arranged displays 
with clashing color combinations are very poor 
sales producers. 

The displayman must always keep his eyes open 
for ideas to put snap and pep in the show window. 
Planning a correct display, to the average person, 
looks simple and easy. To obtain that soft natural 
effect, without harshness, takes a great deal of 
time, thought and patience. 

Another good thing to remember is the care of 
fixtures. Give them’a real polish so that they will 
look bright and new. The entire window must be 
kept spotless so that nothing will attract from the 
merchandise being shown. 

Do not attempt to use too much merchandise 
in the window, and, when possible to do so, trim 
in units. You will be surprised how much more 
attention will be attracted to the displays if you 
will follow the plan of making your displays com- 
pelling, forceful and as near perfect as ability and 


ingenuity will permit. 
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Sales Power Depends On Copy Appeal 


No sound reason why selling copy on display material should be brief 
if satisfactory color, illustration and construction have been used 


By CARL PERCY 
President, Carl Percy, Incorporated, New York City 


HE pulling’ power of a window display idea 
often depends upon the copy appeal. In 
a recent careful test of various display 
ideas it was found that one display pro- 
duced an average increase of 205 per cent, whereas 
another showed more than 394 per cent. 
~When one display is capable of producing almost 
twice as much business as another at the same cost for 
material it becomes evident that the sales idea is of 
utmost importance. Then we find a condition which 
upsets customary practice completely. Most sales ideas 
need to be “developed,” which means good illustrations 
and usually a substantial amount of copy. 
The idea that window copy should be brief has held 
But why should it? 
When one has used satisfactory device in color, illus- 


on tenaciously for many years. 


tration, construction or novelty to secure attention, then 
why not sell with all possible force? It is the writer’s 
contention that copy which for the sake of brevity stops 
short of conviction stops short of a sale. 


— ae at a UST TEA PPO ETS OT 


In the display test just referred to, the most pro- 
ductive display had on its center unit thirty-eight words. 
Many windows with “too much copy” have been known 
to produce startling increases in sales. That a mere 
reminder of merchandise in a display is all that is 
needed is naturally based upon experiences which prove 
increases in sales as a result of name display alone. 

Because the plate glass front is a medium which 
produces sales readily with no real selling effort, adver- 
tisers have built up a mental set of limitations for the 
display window. It is substantiated theoretically by 
the fact that the display, like a billboard, talks to an 
audience on its feet and moving. But this reasoning 
overlooks the fact that windows stop people. A dis- 
play can be a poster plus, the poster for the mere re. 
minder or attention-getting value and the plus for pro- 
ducing conviction through copy. 

It is granted that some articles do not lend them- 
selves to argumentative copy or to an exposition of 
merits. On the other hand, it is conceded that in macy 


Intelligently Planned National Advertisers’ Display Material by Carl Percy, Inc., New York City. 
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There, Henry. is just 
wie an oe Ithink 


soni wear lighter col- 
ored clothes occasionally 
CLOTHORAFT SUITS Cc 


MEN AND YOUNG MEN 


sR i BIRR AC AES a i i ata 


ay that brings the pros 


Mabel Paint turn around 
— now. theres a man looking 
er if you | in this window who would it 
» be perfectly stunning in a knowits good because | 
one of those new ms if 


LOTHCRAFT SUITS 


FOR MEN AND YOUNG MEN 





Now, John. thats 
my idea of real value. | 
Why not try it on? We | 


| its Clothcraft. 


nto the nica It roved a selling success. Made by Carl Percy. Inc.,!II eat 34° St..NY.C 


An Intimate and Individuaiistic Display Produced by Carl Percy, Inc., New York City. 


fields sales are secured not from new users, but at the 
expense of competition. It becomes apparent that in 
this switching of sales the job of the display is to break 
down present buying and consuming habits to establish 
new ones. This cannot be accomplished on a large and 
successful scale when no sales reasons are advanced. 

The Sunday clothes displays of the Joseph & 
Feiss Company which are illustrated here, were 
based upon the knowledge that automobiles and 
radios have the tendency to cut down the number 
of suits owned by the average man. Therefore, 
playing up the blue serge idea is proving an ex- 
cellent means to get the bulk of this curtailed trade. 
Another effective display was the material created 
for the Bristol-Myers Company to promote the sale 
of Ipana tooth paste. Bath and hand soap, wash 
cloths and bath sponges were tied up with the tooth 
brush as the “keystones of health.” 

The display which merely shouts another name 
offers the passerby no thought which justifies a switch 







Made by SUNT 

CARL PERCY. INC. Loree | 

111 EAST 34** ST, 
co MC. 





Effective Display Material Created for Exploitation of One-Suit-for-All-Purpose Idea 


<A term oF the past ai 


True, it is contended that national advertising is 
supposed to shoulder this burden and the window is 
merely to remind. However, if the conclusive evidence 
of many tests in widely diversified fields of merchan- 
dise means anything, it is not so. A well-advertised 
product shown in a dealer’s window will produce sales 
from those, say, 90 per cent sold by national advertis- 
ing. Think, however, of the vast army of those not so 
nearly sold. It is from this greater portion of the peo- 
ple that the selling window gets the extra sales which 
so materially boost sales profits without in any measure 
increasing the cost. 

Intelligent planning plus the spark of sales ingenuity 
which is native in many minds, applied to window dis- 
play advertising, will bring this medum to the fore with 
rapid strides. 

We are just beginning to understand the power of 
a real sales idea, and, further, to be able to demonstrate 
it not only to ourselves, but to dealers and to manufac- 
turers. The day will come when dealers will demand 
not “window displays,” but “sales displays.” 


ee 
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Problem of Distribution Is Solved 


Co-operative non-profit service organized by manufacturer supplies 
ideas and material for displaying all classes of merchandise 


By Walter E. Hardy 
President, Hardy Advertising Agency, Chicago, Ill. 


DVERTISING and window display men 
who are wrestling with the knotty prob- 
lem of the distribution of manufac- 
turers’ window trim material will recog- 

nize that a forward step has been made in this 
direction in the window display service of the 
Cooper Underwear Company. 

It is a broad, unselfish service not designed 
primarily to feature Cooper’s products, but it en- 
ables a merchant to plan seasonable high-grade 
window displays with cards, price tickets and back- 
grounds of uniform character and color scheme for 
all products shown. Ideas and display cards are sup- 
plied merchants for practically everything carried 
in men’s furnishing lines. 

This is a co-operative, non-profit service for 
which the merchant pays part of the cost. It is a 
monthly service to which dealers subscribe and 
each month they receive a_ package containing 
plans, photographs of suggested displays, unit and 


full window trims, detailed instructions and the 
cards necessary to install the trims. 

Dealers co-operating in this service help plan 
the displays by sending in the lists of products they 
want to feature each month. The service is mailed 
so that it reaches the store about the twenty-fifth 
of the preceding month. : 

One of the difficulties that displaymen have been 
up against in using window material furnished by 
the manufacturers is that each manufacturer has 
supplied a different color scheme in posters, cards 
and cutouts. It has been necessary to put in a full 
window of one manufacturer’s product or sacrifice 
art and uniformity of color scheme in the window 
as a whole. 

The best card writers and displaymen have pre- 
ferred to design their own cards in order to have 
uniformity of cards, lettering and color and an ar- 
tistic effect when displaying a variety of items. 
Cooper’s service provides the same character of 


Model Unit Display Arrangement Furnished Dealers as Part of Cooper Company Co-operative Service. 
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No. 500 King 


Mer the Sun \| ee 





$6.00 
No. 510 Queen 
Far 200Watt Mazda Lamps 


After darkness falls—your show 
windows must carry on _ their 
sales message. 


_ X-RAY REFLECTORS will stop 
and hold the attention of the 
after-supper window shopper. They s 
will bring more business. $4.50 


The four new X-RAY REFLEC- No. 400 Jack 
TORS shown at the right make For 150-Watt Mazda Lamps 


it possible for every merchant to 
have good lighting in 
his windows at a mini- 
mum cost. Their pure 
silver reflecting surface 





























and their diffusing cor- fae re oe 
rugations give an even * 

distribution of light in $4.50 
any type of show window. No. 410 Jill 


For 150-Watt Mazda Lamps 










Write for information 
about the New 
Reflectors. 


CURTIS 


LIGHTING, Inc. 
1114 W. Jackson Boulevard (ee oe 
CHICAGO . : ME ie ao ee oui te ee eee Se 


31 W. Forty-Sixth St. 3113 W. Sixth St. 
New York : Los Angeles RN Serer tet ate ne Oe eR rai 









CURTIS LIGHTING, Inc., 
1114 West Jackson Boulevard, Chicago. 


Send me price, descriptions and specifications sheets on 
the four NEW X-Ray Reflectors with holders—FREE. 
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cards for all products shown during a_ particular 
month. 

These cards look hand-made and have the ap- 
pearance of having been done by a very high-grade 
card writer for each particular store. They are de- 
signed to give a personality to the store such as 
all good displaymen strive for. One displayman 
recently declared that he used Cooper’s cards in 
displaving caps instead of the ones that are sent 
with the caps because the former harmonizes with 
the other cards used in the window. This illus- 
trates the need that merchants feel for some sort 
of harmony and uniformity in the display material 
received from manufacturers. 

One of the advantages claimed for this service 
is that it gives the local displaymen the benefit of 
the best brains and experience it is‘possible to find 
in the window display profession. The fund that 
is provided by each dealer contributing his share 
of the cost makes it possible to employ the top- 
notch men of the profession to work. out the dis- 
plays, photographs and detailed descriptions of 
which are included in each month’s package of 
window salesmanship. 

The same is true of the cards furnished in the 
service. The sources of supply are combed for 
unique, original and new ideas in card boards, nov- 
elty papers, backgrounds, fixtures and accessories. 
The co-operative fund also makes it possible to 
command the foremost artists and card writers to 
design the cards for the service. 


Window 
Trim 
Contract 


Cooper Unde Company 


Kenosha,Wisconsin 





Hereby sells, and agrees to deliver, and 
alla Office No. pedis 
Peeme Customer’: Name Dutenctly—1) Store os beows by « Different Tale, Prot Beth 


Street a i 


Soest ond Nombre ars Mbroluicly Necrisery for Prompt Delay 


______ County — State 





Ne Order Com plete Unless Numbered 





ee as 





hereby purchases and agrees to receive and pay for twelve (12) monthly Window Trim Services, be- 
ginning att $2.00 per month plus Parcel Post and insurance 
charges, payable net without discount tenth of month for which service was designed. The Service 
will be shipped “‘Parcel Post’’ from Kenosha, Wisconsin. 

The Service will consist of timely window display suggestions and window Sales Plans with good, clear 
pictures of the trims for purchaser to use in trimming windows. Window cards and display material 


will be included. 








Contract Form Used by Cooper Company. 


Dealers who subscribe to this service do not 
pay the entire cost of it, as the Cooper Company 
puts a generous portion of their advertising appro- 
priation into the window display material that goes 
into. the service. As the service is developed this 
appropration will be increased without increasing 
the portion paid by the individual subscriber. 

One big reason why Cooper’s are putting so 


September, 1925 


much effort into, window displays 4 the wonderful 
circulation that windows offer as afiadvertising me- 
dium. They figure that a thousagd window dis- 
plays for one week have a tot circulation of 
6,200,000 and that the value of a window in an 
average-sized town at billboard advertising rates 


alone is around ten dollars'a month. 


He 


Type of Card Furnished with Cooper Co. Service. 


Since all advertising media costs are based on 
circulation and character of circulation they esti- 
mate that 1,000 window trims of one week’s dura- 
tion, twelve times a year, have a circulation that 
could not be bought in publication advertising for 
less than $50,000 to $75,000, This company is a 
large user of metropolitan newspaper advertising 
and place great value upon window display tieup. 

Cooper’s interest in organizing this unselfish 
type of service is in the fact that their lines of 
underwear, hosiery and nightwear are backbone 
lines in every men’s furnishing store. By pro- 
moting window display they get their lines shown 
more frequency and greater credit to their products. 

This service has now had one season’s trial with 
the result that hundreds of good stores are using 
it with many instances of traceable increase in busi- 
ness. The unique features are that in the face of 
all the haphazard mess of window material that 
dealers receive from manufacturers they are will- 
ing to pay for display help. that gives them uniform- 
ity in color scheme, size of cards and character of 
lettering on the cards. 

The service also points the way to a solution of 
the problem of distribution of manufacturers’ dis- 
play material. It may be a forecast of a centralized 
bureau of production and distribution of the win- 
dow display help of national advertisers. Its suc- 
cess and growth is unmistakable evidence of its 
value and the many expressions of appreciation 
from retailers all over the country a testimony of 
the important place it has taken in the field of 
merchancising. 











ith 


[S1- 

of 
dat 
ill- 


1 


of 
lis- 


red 


Ac- 
its 


r= 


iO 
of 
of 





September, 1925 





FRE DISPLAY WORLD 











When Columbus Sailed hes America 


his destination was uncertain. Every great victory or achievement has been accom- 
plished by departing from the beaten path—getting out of the rut and taking a chance 
on an apparent possibility. 


Does your present position offer the opportunity for future progress that you de- 
sire? Does it provide an income sufficient for your present needs and future “rainy 
day’’ demands? Does it offer possibilities for advancement as your experience and 
capabilities increase? If not, the wise thing is to get out of the job that takes your 
time and talents without the promise of adequate reward. Consider a broader field in 
which there is always the opportunity to advance as your capabilities increase. 


Retail Publicity is such a field. Adve-:tising, Window Display and Card Writing, 
or any combination of these, present unusual opportunities to young men who will 
qualify. The Koester School is the logical place to receive specialized training in this 
work. It has been established in Chicago for twenty years and Chicago is considered 
the window display center of the world. It is the oldest and largest school in the world 
teaching all branches of retail publicity ex-lusively. 


Our courses are short but thorough and practical. Eight weeks of earnest effort will 
fit you for a good position at a good salary and with splendid opportunities for future 
growth. In fact, there is no other field ofering equal advantages for which you can 
prepare in so short a time and at so little cost. 


Your present condition is not nearly so important as the direction in which you are 
moving. The important thing is to take a decisive step in the interest of a greater suc- 


cess. Write us for class dates if you desire a shorter course than four weeks. 


Interesting Year Bock on Request 


THE KOESTER SCHOOL 


314 S. Franklin St., Chicago 
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Shadow Box Ideal for Bank Displays 


Bank, real estate and similar institutions present problem that is 
quite different from that found in department stores and shops 


By E. V. BOYD 
Display Manager, The Deisel Company, Lima, Ohio 


INDOW displays for banks, real estate 

firms and savings companies are yet 

rather few and far between. Excepting 

in a few isolated cases these institutions 
have been slow to use this valuable method of build- 
ing+business and good-will. 

The basic principle of good display remains the 
same, of course, in practically any business; how- 
ever, the bank window presents a problem that is 
quite different to that found in the department or 
other stores. There are no new styles in money to 
present to an eager public ever so often; pass 
books and savings banks are all about the same, 
and, while they work into display with telling 
effect, a story must invariably be woven around 
them and told in so simple and convincing a way 
that it can be grasped at one glance. 

Concentrating the story and focusing the atten- 
tion on the title, as it were, was the problem that 
the shadow box solved. It also added to the at- 
tractiveness, dignity and clean-cut effectiveness so 
necessary to displays of this character. The City 
Loan & Savings Company, of this city, in whose 
windows these displays were installed, is an insti- 
tution that is progressive, modern and firm be- 
lievers in the power of window display. The re- 
sults and comments that they are getting from 


Attractive Patriotic Display by Mr. Boyd. 


their displays are convincing them of the correct- 
ness of their belief. They are sticklers for having 
every holiday and every important event recognized 
in their displays. These special showings inter- 
spersed with clever windows telling the story of 
their savings plan, the necessity of saving, their 


service to depositors and to the public, are pro- 
ducing definite, tangible results. 

Displaymen and service companies may be inter- 
ested in the construction of the shadow box and 
the displays illustrated. The shadow box was built 


Shadow Box Accentuates Effect of Rainbow Display. 


of wall board, braced with pine strips. The fluted 
columns and base were made of pine lumber and 
one-half by one-half inch parting stop. The depth 
of the box is about four inches and the back is re- 
movable to facilitate installing the settings. 

An all-over coat of plastic paint was put on and 
worked up in rough effect; then a coat of silver 
followed by a coat of red and blue, which was 
rubbed off before it dried, giving a rich polychrome 
effect. The background of the box is repainted or 
covered with cloth for each individual display to 
get the right color. The finished appearance was 
very rich and pleasing. 

Lighting effects to be secured with this setting 
are unlimited, and, while special lighting was used 
in both of the displays shown, it is most noticeable 
in the rainbow window which was in gorgeous 
sunset colors. 

The Lincoln window was in keeping with the 
institution’s policy to observe all holidays and spe- 
cial events. Appropriate cards were placed in front 
of the display, giving the dates of birth and death 
and several well-known sayings of Lincoln. 

The rainbow window shows how well adapted 
this shadow box is to such displays. It will be 
noticed that the frames at each end are also shadow 
boxes and well lighted. A small card in the center 
titles the window, “At the Foot of the Rainbow 
Lies 6 Per Cent.” The cards at each side read, 

(Continued on page 73) 
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Benjamin Store 
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No. 15103N—Benjamin Porcelain 
Enameled Steel Show Window Re- 
flector—is a splendid general pur- 
pose window reflector possessing 
many original and exclusive features. 








No. 4357 is a section of the Benjamin 
Show Case Lighting Fixture which is 
installed in the upper outer corner of 
the show case, t aoe out of sight yet 
evenly illuminating all planes. a 


Alluring mellow light, free from streaks and garish beams, reaching every corner and feature 
in the windew or show case display, animating the merchandise—enticing onlookers to be- 
come customers ..... that could only be accomplished by Benjamin Window and Show 
Case Lighting Equipment. True color value and quality of merchandise is enhanced and the 
display as a whole is “dressed up” and made attractive. 


Benjamin Lighting Equipment has proved through many years of undeniable superior service 
that in efficiency, economy and sales-making results it is not to be surpassed. 


Benjamin Show Window Reflector 


Famous Crysteel Porcelain Enamel is the reflecting surface of the 
Benjamin Window Reflectors. Because of its inherent properties, 
a great flux of light, free from streaks and garish beams, yet 
with a mellowness not possible with other reflecting surfaces, is 
directed to the window display. Direction and perfect diffusion 
are accomplished by one reflector. 


Crysteel Porcelain Enamel, whitest of white,““Clean as Crystal— 
Strong as Steel,” is unaffected by heat or other destructive ele- 
ments —impossible to stain, discolor or tarnish. Its flashing, 
snow-white surface is easily cleaned with a stroke of a damp 
cloth. The steel shell insures its permanence of shape. The 
color of the exterior is an attractive buff which readily harmon- 
izes with the window furnishings. 


Benjamin Show Case Lighting Equipment 


Here is a simple form of sectional construction which makes the 
installation very easy on any type of show case where well dif- 
fused, good lighting is desirable. The lamp sections are made in 
a variety of lengths so that a combination is easily obtainable to 
fit any length of show case. A link section which can be cut and 
bent to fit is used as a means to continue the fixture around the 
curved portion of the case. 


All sections are joined both electrically and mechanically by simply 
tightening two machine screws at each joint. The result is a con- 
tinuous lighting fixture of very small dimensions, inconspicuous 
in the show case. Standard tubular lamps, T-10, give an even 
distribution of light over the display. Burned-out lamps are 
replaced with unusual ease. 








Deniemin Electric Mfg. Co. 


120-128 So. Sangamon Street, Chicago 
Manufactured in Canada by the Benjamin Electric Mfg. Co. of Canada, Ltd., Toronto, Ontario 


247 W. 17th Street, New York 


448 Bryant Street, San Francisco 
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What Is Wrong With Display Material 


Prominent chain store display executive relates some of the faults of 
display material created and sent dealers by national advertisers 


By FRED A. GROSS 
Director of Displays, The Owl Drug Company, San Francisco, Calif. 


FTER groping around in the dark for sev- 
eral years national advertisers are begin- 
ning to investigate and try to find out what 
is wrong with the display material sent 

broadcast to retailers throughout America. Fine! 
Evéry displayman in the country should rejoice at the 
opportunity of registering what he thinks about some 
of the big mistakes that have come to his attention, 

Judging by the looks of some of the material given 
national distribution, it may be readily seen that little 
“professional”’thought was given it. To be more ex- 
plicit, these campaigns seem to have been planned with- 
out consulting any one actually engaged in display work 
or who has a knowledge of what is really required. 
Before contracts are finally let a display executive 
should be called into the conference to give practical 
assistance. There should be some idea as to its value 
before the presses begin grinding out ton after ton 
of material that, in many cases, upon arrival at the 
retailers finds its way into the trash box. 

An enumeration of the many errors made and being 
made every day in the production of display pieces 
would appear as a prejudiced person’s opinion, but it 
is impossible to refrain from listing a few of the more 
important ones, so that designers and producers may 
know why some of their creations are not being used 
as extensively as exp@cted and are not securing the re- 
turns which they are. entitled to. 

Included in this list are too many panels that look 
alike—too many suggestions crammed into a space 
suited for one-half the copy—too many illustrations 
with a far-fetched idea or that is entirely foreign to 
the article—too much jazz color without enough har- 
mony, and which entirely ignores the keystone of sim- 
plicity—cut-outs that differ in design, shape and size 
from associate pieces with which they were intended 
for display—pieces that have the most complicated and 
uply shapes, that look more like a crazy quilt than a 
display intended for selling merchandise—fancy-shaped 
cards with ears and loops, angles and corners that 
usually bend for lack of intelligent construction—im- 
proper packing, requiring the removal from corrugated 
containers with damage before it ever reaches its place 


in the window, in the case or on the counter—and so. 


on down the line, all making for a tremendous loss to 
national advertisers because of a lack of proper plan- 
ning in the beginning. 

Follow a piece of national display advertising from 


the cradle to the grave, and what happens? After 
being passed upon by a number of agents it is produced, 
mailed out and finally finds its way to the display room, 
along with hundreds of other bundles. It is usually 
here that the displayman sees it for the first time. Had 
a practical displayman been taken in on the secret many 
“bulls, boners and botches” could have been avoided. 


It is granted that many campaigns planned along 
these lines accomplish good results, but there are far 
too many that do not. Mistakes cost money, and many 
thousands of dollars could have been saved had a com- 
petent man been consulted when the material was first 
considered and designed. Retail merchants and dis- 
playmen are rapidly becoming expert in telling whether 
or not a national campaign has had intelligent direction, 
and if placed in the window is capable of increasing 
the sales of the particular product. 

Distribution is another very serious factor. During 
the past year display material in carload lots was dis- 
tributed too late to link up with the advertising released 
in magazines, newspapers and billboards. In one in- 
stance the displays arrived more than a week after a 
special campaign date, making it necessary for this 
particular concern to set another week, thereby divid- 
ing the interest of the public, as well as the dealers, in 
the product. 

In the East, close to production, to say nothing of 
the west coast, high-priced displays in carload lots 
have been released far behind the rest of the advertising 
schedule. Lack of supervision and improper traffic 
direction is responsible for tons of printed and litho- 
graphed matter being discarded without even opening. 

It would, therefore, seem in order to spend some 
of the money on intelligent forwarding, taking into con- 
sideration of the needs of the dealers, the practicability 
of sizes, etc., of his windows and his willingness to co- 
operate. 

The salesman calling on his trade could easily set 
the “home office” right on some of these points. A card 
checking system with the proper questions to be an- 
swered by the salesman regarding his customers’ dis- 
play space could easily be worked out. These cards 
could be filed and systematic shipments made from time 
to time, instead of, as is now common in many cases, 
the sending of six months’ to a year’s supply at one 
time. 

Displays built to fit large, small and medium sized 


(Continued on page 61) 
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Let Margan “Pisplaymuore Be in your windows, on 


your counters, in your showcases. 


SAVES TIME in trimming win- 


dows—no fussing around to back u> articles with makeshift material. 


BEST QUALITY 
RUBBER COVERED EASELS AND RACKS 
for displaying 


PLATES, BOXES, 
BOOKS, CARDS, 
HAND BAGS, 


BOWLS, BASKETS, PLATES, 
LEATHER GOODS, 
THICK ARTICLES. 


DISPLAYS ARTICLES of 
any size, shape or weight— 
from a post-card to a suit- 
case—at all eye-catching 
angles. INSTANTLY AD- 
JUSTED to any one of 138 
positions—locks securely in 
each one, with no danger 
of slipping, sliding or col- 
lapsing. CONSTRUCTED 
of steel wire with Sheffield 
bright finish. They are 
light but strong, and with 
reasonable care will last 
forever. Merchants, win- 
dow trimmers and decora- 
tors find them indispen- 


sable for better displays. 


$ 3.50 per dozen 
20.00 per half gross 
38.50 per gross 


SAUCERS, 


FRUIT SETS 


“Senior” 
Base 
2% in.; 
Height 
13%4 in, 


Small size 
Medium size 
Large si 

Extra large size 


Sing? 


PATO 6-5-23 


ADJUSTABLE “SHOWALL” EASEL, Sheffield bright 
finish. Adapted to every type of window, counter, sheli 
and case display. A time saver; easy to adjust for 
decp or shallow articles of any size, shape or weight 
at five eye-catching angles. No bending, folds flat. No 
detcrioration; a quality investment that lasts a lifetime. 


$ 2.50 per dozen 
14.50 per half gross 
28.80 per gross. 


OUR LINE OBTAINABLE THROUGH LEADING DISTRIBUTORS 
OR SHIPPED DIRECT 


Double Rack 


* “Junior” 
Base 
1Y% in.; 
Heigh t STAND PaT 


% in. PAT. PENDING 


$3.50 Doz. 


ALWAYS ROOM FOR IMPROVEMENT! Attractive windows catch 
the eye, but what holds attention is price-cards, sale-cards, cards of 
every description. Equally important is their presentation. These Mor- 
gar. Card Holders—Senior and Junior—are distinct improvements over 
others—won’t topple or tilt, greater spring tension to grip cards firmly, 
no cumbersome clamping fingers to obstruct printing. Designed to hold 


thin cards and sheet music rigedly. Supplied in nickel and oxidized 
finishes. 


50 100 500 1000 
$2.50 $4.75 $18.75 $ 32.50 
3.00 5.75 23.75 40.00 


7.50 13.75 63.75 117.50 
8.25 15.50 73.75 137.50 





Patented Specialties Factory: Waterbury, Conn. 


Morgan Specialty Co. 
154 NASSAU ST. 
NEW YORK CITY 


Tel.: Beekman 9708 
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Good Displays Create Volume of Sales 


Window effectiveness can be gauged by the amount of business 
traceable to certain display—Merchandise of prime importance 


By S. J. KACZMAREK 


Display Manager, Florsheim Shoe Store Co., Los Angeles, Calif. 


T is a self-evident fact that men’s shoe dis- 
plays are receiving less attention than any 
other article of men’s wearing apparel. 
The reason for this situation may be as- 

cribed either to negligence on the part of the display- 
man or the satisfaction of the store proprietor with 
the purchase of a pair of shoes by his customers once a 
year, or other customary interval of purchase. If this 
condition exists in your store, you certainly are in need 
of shaking things up a little if you desire to remain in 
the role of the “successful merchandiser of men’s 
shoes.” 

I don’t need a new pair yet, but I have been ad- 
miring that shoe in your window every time I pass your 
store, and I have decided to buy it.” Mr. Shoe Mer- 
chant, have you ever heard a customer utter this ex- 
pression? Yes, such expressions are heard every day. 
Did you take the cue to primp up your windows and 
display shoes so as to make every pair as compelling 
and attractive as that particular pair that attracted this 
customer to your store, although he did not actually 
need it yet? If you have, then you know the results ; 
if not, you are and will be missing some extra business! 
until you get into action. 

A mighty good rule is to gauge the effectiveness of 
your display windows by your volume of business. 
That you can get volume from your window displays 
is an established fact. If your window displays are ap- 
pealing, the distribution is properly arranged, so that 
a part of the window does not look crowded and an- 
other part shows “holes,” and your shoes are given such 
attention that they are pleasing to the eye, you are 
interested in your business, and you are bound to cre- 
ate a volume of business. 

Let us discuss the details of an effective window. 
In any display window the articles displayed are of 
paramount importance ; merchandise is what you want 
to sell, not drapes or other articles of decorations, al- 
though they play an important role in displays. To 
begin with, a displayman should have a trained eye and 
taste. In selecting shoes for display use judgment in 
choosing the proper sizes, as a short vamp shoe looks 
neater in a 7A than a 6C, and a long vamp shoe looks 
better in a 6C than a 7A. Consideration must also be 
given to the style and the general make-up—leather, 
weight of sole, etc. To simplify this problem, one can 
place several sizes and widths of a shoe together and 
then select the pair that looks best. Remember that a 
“keen-looking” shoe has a‘tremendous drawing power. 


In lasting the shoes make them look as natural as 
they do on a normal foot. Do not overstuff them to 
make them look bulgy. Flat and sickly looking shoes, 
due to insufficient stuffing, are just as bad as those that 
are overstuffed. Put a little extra effort in this work 
—trim the loose threads, lace them neatly, put a spark- 
ling shine on them, just a little bit better than the other 
fellow does, and you will soon notice that your shoes 
have an individuality of their own, they will not be 
“just” shoes. You.want to make an impression on the 
passersby that they are “Smith’s” or “Brown’s” shoes. 

The window should be evenly balanced—that is, 
the fixtures should be laid out so as to give the display 
a graceful sweep. The best effect can be obtained by 
building up the window from the front towards the 
back. Placing the shoes in the window is an art in 
itself, yet to the average displayman it means nothing 
more than getting the shoes in the window. The best 
selling positions are those near the front glass line. 
Place the type of shoes which bring you the greatest 
volume of business in front. If your business averages 
70 percent young men’s styles, and 30 percent of the 
staple and conservative variety, feature the young men’s 
styles, with a pair or two of the conservatives. A young 
man buys at a glance anything that appeals to him, 
while a conservative favorite is conservative, usually a 
repeater, and he will look over the entire display to find 
something to his liking. However, a pair or two cf 
staples in a good position will serve as an inducement 
to draw new customers who buy elsewhere. 

Styles, leathers, colors, etc., should be so arranged 
that a person stopping at the window will see a variety 
at a single glance. This does not mean that your prob- 
lem will be solved by merely placing a group of shoes, 
each different from the other—-there must be harmony 
as well as variety. There is no set rule as to what kind 
of shoes are to be assembled into a unit; a trained) eve 
is the best rule on earth, and you can master it through 
a little observation and practice. 

Here lies the chief difficulty—practically all shoe 
displaymen trim their windows from the inside entirely. 
If you want to surprise yourself and at the same time 
acquire a trained eye, just put in “the front row” and 
then step outside the window and view it from the 
standpoint of the people that look at your windows. 
You will readily notice that some shoes are not blend- 
ing in with others, some are tilted too much, others not 
enough, some toes have too much spread, some shoes 
are leaning in or out, etc. It is these small trifling 
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b & Taineangurnc the principle you demonstrate 
when you hold a card between your four 
fingers and thumb to keep it upright, Sel-Ezy 
Silent Salesmen are by far the simplest and 
most efficient card holders on the market today. 


Stamped from a triangular piece of steel with 
the upright portion slightly curved to hold the 
card upright they are simplicity itself and prac- 
tically indestructible. 


Enameled in black, gray and colors, you may 
select a holder that will be in perfect harmony 
with your display and the wide range of sizes 
and styles, holding one, two and three cards, 
give you a holder for every purpose. 


To demonstrate to you that these holders are 
all we claim, we offer you Series “A” and twelve 
other assorted sizes, the regular retail value of 
which is $8.50, ata SPECIAL INTRODUCTORY 
PRICE of $4.00. Just sign the coupon, mail it 
and the holders will be sent to you, and, if on 
examination they are not all we claim, simply 
return the holders and the charge will be can- 
celed. SEND NO MONEY, we trust you. 


FIXTURE SALES CO. 


CHARLOTTE, NORTH CAROLINA 
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things that make a big thing—an effective display win- 
dow. You will also notice that some shoes look better 
paired, others when set apart, or one shoe on a prong’ 
stand and the other on a small heel rest on the floor. 
You cannot notice these details from the inside look- 
ing down on the shoes. Change the arrangement and 
take another look to see where you have improved the 
display, and you will easily notice whether or not the 
entire setting has been improved. If you intend to 
“pair” a shoe, make sure they set straight, true, and on 
an even line; if one leans stdeways, drive a tack im the 
heel on the leaning side to make it set square. 
Attention should be paid to the proper tilt of shoes. 
Those in front need but little, while those farther back 
and those that are set higher need a greater degree of 
slant, so that a person dees not have to stand on Ins 
toes in order to see what the shoe looks like. They 
should all be placed in such a way as to be seen from 
any spot in front of the window. Make your window 


September, 1925 


display neat, clean-cut and striking, so that every shoe 
will speak for itself. 

Lights are extremely important for effective dis- 
plays. Don’t neglect that item; get as much as you 
possibly can. L[}rapes should be selected so as to at- 
tract the eye to the display. Strong contrasting colors 
are best ; however, care should be taken to select colors 
that do not clash. 

Summing it up, your business is judged by your 
display ; if painstaking care is given your windows, it 
will inspire confidence in the people, and they will rest 
assured that the same policy is prevalent in buying the 
right kind of merchandise for them. Improve and keep 
them up to the minute, and you will have the satisfaic- 
tion of smiling while your competitors are pacing the 
floor, frowning and complaining of poor business. Bear 
in mind that displays are the best advertising medium, 
for they have more of the human touch and direct ap- 
peal than a newspaper advertisement. 


00000000 


Just Beginning to Scratch the Surface 


Although remarkable progress has been made in the development of 
display advertising there is much educational work to be done 


By ARTHUR FREEMAN 


Chairman, Board of Trustees, ‘Vindow Display Advertising Assn., Chicago, Ill. 


HERE are those who think that window 
display advertising has arrived, and per- 
haps it has. A handsome percentage of 
the million and three-quarters of retailers in this 
country are undoubtedly spending into the hun- 
dreds of millions of dollars for what we call window 
display. And a flourishing organization called the Win- 
dow Display Advertising Association bears testimony 
to the fact that this is a medium to be reckoned with . 
But when I think of what is yet to be done to put 


this craft or this sales medium where it belongs, and 


when I contemplate its possibilities for quick expan- 
sion, I sometimes feel that as an investment for future 
possibilities window display makes Florida look like a 
selling plater. 

We need to sell architects and landlords on the real 
estate value of good windows so that business building 
from now on will be sales-producing store windows 
with buildings built around them. 

We need to sell thousands of retailers on the idea 
that the thing in front of their stores with glass on it 
is the most potential sales medium they have. and we 
need to sell them on the science of using it intelligently. 

We need to sell “window trimmers” on the basic 
fact that an artistic layout of merchandise is only a 
bugle call in window advertising, to draw attention to 
the psychology of sales building applicable to display. 

We need to sell lithographers, printers, sign makers 
and window stunt producers on the fact that their prod- 


uct is never an end in itself, but always a means to the 
end of more sales, and that attention-attracting is only 
one element of a successful window display. 

We need to educate the enterprising men in the in- 
stallation business on the tremendous possibilities for 
organized, nation-wide service with standardized meth- 
ods and fixed rates, so that window display can func- 
tion more harmoniously with other media, 

We need to help magazines, newspapers, outdoor 
people and direct mailers increase the potentialities of 
their own advertising by closer co-operation with win- 
dow display, in order to develop a better follow-through 
as well as an even stance. 

We need to awaken many trade papers to the im- 
portance of arousing a wider interest among their 
readers in window display and making news of display 
activities a definite part of their service. 

We need to arouse many national advertisers on the 
question of more consideration for this medium, look- 
ing toward the reduction of waste, toward better hook- 
ups, toward more frequent showings and toward the 
value of co-operating with this organized movement. 

Above all, we need to sell the men and women who 
have chosen window display as a business on the idea 
that they are something big; that window display has 
all the intriguing romance, all the human appeal, all the 
contest, all the money-making possibilities and all of 
the ideals which characterize any other advertising 
medium in the entire gamut of selling. 











10e 


lis- 
rou 
at- 
ors 
ors 


yur 


‘est 
the 
eep 


the 
ear 
1m, 


ap- 


the 
nly 


for 
ath- 
inc- 


oor 
of 
vin- 
ugh 


im- 
heir 
lay 


the 
ok- 
ok- 
the 


vho 
idea 
has 
the 

of 


sing 


September, 25 


XM 





THE DISPLAY WORLD 





7] 


Pig 








/ 
e 
ee 
~——— 








Ky + - 4 ; —, 
YH A a por QnoP§ 
| oe eee ee 





Py & recoraton J OELAS 
y ay A ; - VV Te as 
3 S| q 








\ 


) 
ww, 
Z 

















ON 





weiter OYE, ore, 

PAINTING oR WATERCoLoR tf 
ON SILKS-SATIM y 
VELOUR~ CANYAS 





OR WALL BOARD Wy, 
B VILD ING pecorarive sers yo" iz, 


SCREENS-Cocemy 3 | 
DECORATION S-SINGLE el ee 
CuTFourTS-cR . —_ | 

SarMe VmLAGES “Ae 


Sy ete Ait a \ 














2o Wm - 


—_ j c : 

Y=] |7ALES — OLD ENGLISH > a 
SA he OLOo NIAL OR WHATEVER You say | ! es 
iS ay Sette — 






) . ill MOTHER GOOSE— FAIRF | ( 8 | 






































<r —. 5 | go 
GENE on fe 
»> ! Riad bi J 
| 7 " 
= , \ 





SoS  —— 


off fy 


ST WEW Yor 





WEST 3? 


- 





or THE DISPLAY WORLD 


September, 1925 


Much Interest In Coast Convention 


Exceptionally good entertainment and educational program prepared 
for second annual meeting of Pacific Coast Assn. of Display Men 


By A. O. HEWITT 
Secretarv-Treasurer, P. C. A. D. M., Portland, Oregor 


Y attending the second anual convention of 

the Pacific Coast Association of Display 

Men at the Multomah Hotel, Portland, 

Oregon, September 28, 29 and 30, mer- 

chants who trim their own windows and displaymen in 

bot large and small stores will be afforded an opor- 

tunity to obtain knowledge of display and solution of 

the problems particularly affecting them. This will be 

a meeting crowded with educational and entertainment 

features, and will be enjoyed by an assemblage of dis- 
playmen never before equalled in this section. 

A reduction of one and one-half for the round trip 
on the certificate plan has been granted by all railroads. 
Tickets will be honored for return until midnight of 
October 3. When purchasing ticket to the convention 
delegates are requested to see that it is property filled 
in and stamped with the current date. Be sure to get 
a certificate, as it is necessary that we have at least one 
hundred to secure the reduced rate. Immediately upon 
arrival at the convention present your certificate at the 
registration desk to be validated. 

The program to be presented at this meeting is as 
follows: 

Monday Morning, 9:30 A. M. 


Call to order, Karl! M. Amdahl, president P. C. A. D. M. 

.Music, Portiand Display Men’s Orchesira. 

Invocation, Rev. Charles M. MacCaughey, D.D., pastor 
Centenary Wilbur Methodist Church, Portland. 

Singing of “America” by the assembly. 

Address of welcome, Hon. George L. Baker, mayor of 
Portland. 

Response, James A. Wilson, Cheasty’s, Inc., Seattle. 

Demonstrations (non-competitive), novelty displays: 
Window A, Bert A. Smyser, Stone-Fisher Company, Ta- 
coma, Wash.; Window B, Harvey C. Petit, J. W. Robin- 
son Company, Los Angeles, Cal.; Window C, J. Allyn Dean, 
The Crescent, Spokane, Wash. 


Monday Afternoon, 2:00 P. M. 


Call to order, Kar! M. Amdahl, president P. C. A. D. M. 

Address, Jack Cameron, president I. A. D. M. 

Demonstrations (competitive) Luxite Underwear: Win- 
dow A, Walter W. Rowley, The Emporium, San Francisco, 
Cal.; Window B, Henry Goering, The Wonder Store, 
Fresno, Cal.; Window C, George Stevens, Culbertson’s, 
Spokane, Wash. 

Address, Dr. W. J. Hindley, educational director, Wash- 
ington State Retailers’ Association. 

Surprise feature, Spokane Display Men’s Club. 

Demonstrations (competitive) Holeproof Hosiery: Win- 
dow A, Newell M. Spratt, Hudson Bay Company, Victoria, 
B. C4 Window B, H. B. Kelly, Ditter Bros., Yakima, 
Wash.; Window C, W. C. Willoughby, McCormack Bros., 
Tacoma, Wash. 


Tuesday Morning, 9:30 A. M. 

Call to order, Karl M. Amdahl, president P. C. A. D. M. 

Address, Phil A. Ditter, president Ditter Bros., Yakima, 
Washington. 

Demonstrations (competitive) Stein-Bloch Clothes: 
Window A, Ralph G. Hamer, Desmond’s, Los Angeles, 
Cal.; Window B, M. O. Evanson, J. B. Wahl Store, Belling- 
ham, Wash.; Window C, James A. Wilson, Cheasty’s, Inc., 
Seattle, Wash. 

Surprise feature, Ios Angeles Display Men’s Club. 

Demonstrations (competitive) women’s ready-to-wear: 
Window A, Victor E. Linden, R. J. Hurd Company, Spo- 
kane, Wash.; Window B, J. U. Stewart, Liebes’, San Fran- 
cisco, Cal.; Window C, Carl W. Ahlroth, The May Com- 
pany, Los Angeles, Cal. 


Tuesday Afternon, 2:00 P. M. 

Call to order, Karl M. Amdahl, president P. C. A. D. M. 

Address, “The Fruits of Accomplishment,” George A. 
Phillips, president Palace Store Company, Spokane, Wash. 

Educational feature, lecture with stereopticon views of 
window displays, L. A. Rogers, secretary I. A. D. M. 

Motor trip cver the world-famed Columbia highway, 
courtesy of Portland Display Men’s Club. This trip will 
be .concluded with a barbecue of the famous Columbia 
River chinook salmon at some point on the highway. 


Wednesday Morning, 9:30 A. M. 

Call to order, Kar! M. Amdahl, president ‘P. C. A. D. M. 

Demonstrations (competitive) drugs and toilet articles: 
Window A, Carter C. Basnett, Owl Drug Company, Seattle, 
Wash.; Window B, Fred A. Gross, Owl Drug Company, 
San Francisco, Cal.; Window C, Joseph T. Hurley, Owl 
Drug Company, Los Angeles, Cal. 

Surprise feature, Seattle Display Men’s Club. 

Demonstrations (competitive) drapery materials for the 
home: Window A, Ralph D. Pfister, Grote-Rankin Com- 
pany, Seattle, Wash.; Window B, Paul F. Lupo, Barker 
Bros., Los Angeles, Cal.; Window C, Ernest B. Allebach, 
Standard Furniture Company, Seattle, Wash. 


Wednesday Afternoon, 2:00 P. M. 

Call to order, Karl M. Amdahl, president P. C. A. D. M. 

Address, Arthur R. Brayton, editor of Merchants’ Trade 
Journal, Des Moines, Iowa. 

Demonstrations (competitive), live model draping: Win- 
dow A, Ray Herring, The Crescent, Spokane, Wash.; Win- 
dow B,’ D. D. Starr, J. R. Palmenberg’s Sons, San Fran- 
cisco, Cal.; Window C, D. P. Smith, Kahn’s Department 
Store, Oakland, Cal. 

Surprise feature, San Francisco Display Men’s Club. 

Demonstrations (competitive), men’s furnishings: Win- 
dow A, Scott L. Crail, Mullen & Bluett, Los Angeles, Cal.; 
Window B, A. Adams, Roos Bros., San Francisco, Cal.; 
Window C, Arthur T. Lacey, Garrett, Stuart & Sommer, 
Spokane, Wash. 

Election of officers. 

Selection of 1926 convention city. 

Adjournment. 

Banquet and dancing, 7:00 p. m. in ball room, Mult- 
nomah Hotel. 
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No. K 12. CLOWN AND ELEPHANT (Mechanical) 


Clown is directing. Elephant is playing 
drum with front feet and cymbal with trunk. 


Costumes are of Satin Finish. 


Height over all, 65 in. 
Length of base, 54 in. 
Depth of base, 39 in. 


MESSMORE and DAMON 


(Incorporated) 


404 West 27th Sireet New York City 
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Many Enter Merchandising Contest 


Nationally known sales, advertising and display managers make entries 


September, 1925 


in The Display World's second annual merchandising contest 


NCLUDED in the many entries that have 

been received in The DISPLAY 

WORLD’S Second Annual Window Dis- 

play Merchandising Contest are a surpris- 

ingly. large number by sales managers and advertising 

and display directors of large and nationally known 

corporations. These are entered in the third classifi- 

cation, the winner of which will 

recetve a valuable and hand- 

some silver loving cup properly 
inscribed. 

This contest, the second of 
its kind, has not only gained the 
interest of display and adver- 
tising men throughout America, 
but will prove an important step 
in determining some of the most 
productive means for using this 
medium. It is also certain to 
more forcibly impress the mer- 
chandising brains of the country 
with the great strides window 
display is making in modern and 
successful merchandisng. 

The 1925 contest will be di- 
vided into three classes, a mas- 
sive silver loving cup, as illus- 
trated on this page, being 
awarded the grand prize win- 
ner in each class. The grand 
prize in class one will be award- 
ed the display director of the 
retail store of the United States 
who planned and installed the 
window display that proved to 
have the greatest merchandising 
value, the decision to be made 
by the actual sale of the mer- 
chandise displayed traceable to 
the influence of the window. 

The grand prize in class two 
will be awarded to the display 
director of a retail store who planned and installed the 
window display of nationally advertised merchandise 
employing in its execution some of the national adver- 
tisers’ standard display material, the display to have 
produced the largest amount of sales of that particular 
merchandise within the store traceable to the window 
advertising. 

Although both of the above contests will be fol- 
lowed with considerable interest by the sales and ad- 


Loving Cup to Be Awarded Winner in Class III 
of Window Display Merchandising Contest 


vertising executives of nationally advertised products, 
the third classification was designed to directly affect 
them, and, judging from the many who have already 
made entries, it will prove the one of keenest compe- 
tition. Never before has a contest of this kind been 
conducted. 

In this classification the grand prize will be awarded 
to the sales or advertising ex- 
ecutive for a national adver- 
tiser in the United States who 
planned and conducted the most 
complete window advertising 
campaign for his company on a 
nation-wide scale. The decision 
is to be made on the basis of the 
effectiveness of the campaign, 
the number of displays installed, 
the extent of territory covered, 
and the actual increase in sales 
resulting from the product di- 
rectly traceable to window ad- 
vertising. 

This great contest will close 
at midnight, December 15, 1925, 
and the results announced not 
later than January 15, 1926. 
Judges well known to the indus- 
try will be selected to determine 
the winners. The contest is 
limited to window displays in- 
stalled during the year 1925. 

Entries for the contest can 
be made by submitting actual 
photographs of the window dis- 
plays, together with a detailed 
report of their installation, dates 
during which the display was in 
the window sales data and other 
relevant material, and the same 
must be signed by two officers 
of the company as proof of the 
authenticity of the material. 

To every wide-awake American retailer and na- 
tional advertiser the potency of window display adver- 
tising is no longer a trade secret, but the application 
of this wonderful medium of advertising, so that it 
might accomplish the very best results is a labyrinth 
that is still a puzzle to many. The contest is aimed 
to put light on many of the most hidden secrets of 
window display as a direct and most prolific sales 
stimulator. 
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Three Handsome Trophies 





The DISPLAY WORLD'S 1925 
Display Merchandising Contest 





Class I 


The grand prize will be 
awarded to the display direc- 
tor of the retail store in the 
United States who planned 
and installed the window dis- 
play that proved to have the 
greatest merchandising value, 
the decision to be made by the 
actual sales of the merchan- 
dise displayed traceable to the 
influence of the window dis- 
play. Such display may not 
have employed any dealer 
helps or other display ma- 
terial of a national advertiser, 
but must have been a display 
of general merchandise in- 
stalled strictly on the merits 
of the merchandise picked 
from within the store. 


Class II — 


The grand prize will be 
awarded to the display direc- 
tor of the retail store in the 
United States who planned 
and installed the window dis- 
play of nationally advertised 
merchandise employing in its 
execution some of the national 
advertiser's standard display 
material, the display to have 
produced the largest amount 
of sales of that particular 
merchandise within the store 
traceable to the window dis- 
play. 


Class Il 


The grand prize will be 
awarded to the sales or adver- 
tising executive for a national 
advertiser in the United 
States who planned and con- 
ducted the most complete 
window advertising campaign 
for hjs company on a nation- 
wide scale. The decision is 
to be made on the basis of 
the effectiveness of the cam- 
paign, the number of displays 
installed, the extent of terri- 
tory covered, and the actual 
increase in sales’ resulting 
for the product directly trace- 
able to the window adver- 
tising. 
































MASSIVE, handsome and valuable silver loving cup, suitably en- 

graved, will be the grand prize award in each of the three classes 

of The DISPLAY WORLD’S 1925 Display Merchandising Con- 
test. This competition represents the highest attributes of window dis- 
play as a powerful advertising and sales medium, and should add to the 
growing laurels that window display is winning in the business world. 


Every displayman is eligible for participation 
in classes 1 and 2 of this contest, while Class 3 
is open to all national advertisers. It is open 
to all; plan your participation now. It is an 
event that the whole merchandising world is 
looking to for concrete facts about window 
display. Every entrant has an equal chance 
to win the valuable trophy cups. And, most 
important, each participant is taking a big 
part in the growth and development of Amer- 
ican business, 


Entries for the contest can be made by sub- 
mitting actual photographs of the window dis- 
plays, together with detailed report of their 
installation, dates during which the display 
was in the window, sales data, and all other 
relevant material, and the same must be signed 
by two officers of the company as proof of 


the authenticity of the material submitted. - 


The report must give average sales of the 
merchandise before the display was used and 
the amount sold while the display was in, and 
all relevant data. 


This Great Contest Will Close at Midnight, December 15, 1925, 
And Is Limited to Window Displays Installed During the Year 1925. 


PLAN OR PREPARE YOUR ENTRY NOW! 


The DISPLAY WORLD Service Bureau 


1209 Sycamore Street 


Cincinnati, Ohio 
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Link Displays With Special Events 


More profits result from appropriate display recognition of special 
occasions—Many stores overlook means of creating prestige 


By J. WALTER JOHNSON 


Display Manager and Art Director, The Powers Furniture Co., Portland, Ore. 


ALLOWE’EN offers exceptionally good 
opportunities for special window set- 
tings and the store not taking advan- 
tage of the last week in October to 
feature this event is passing up a good advertising 
aud selling feature that is worth a great deal. 

This event is considered one of the biggest 
party nights of the year, and with that as an in- 
centive, think of the wonderful opportunity to 
feature special merchandise, anywhere from gro- 
ceries to wearing apparel. 

The sketch offered this month gives a sugges- 
tion for an unusual setting that could be built in 
the average displayman’s work room, using wall 
hoard and painting in the popular hallowe’en colors, 


orange and black predominating. Lighting effects 
in the window of the house, in the pumpkins and 
back of the moon will make it doubly attractive 
at night. 

Stores too frequently overlook valuable means 
of creating sales and building store prestige, and 
it is such feature events as hallowe’en that have 
most generally been neglected. The shopping pub- 
lic is known as that principally because of its 
almost constant search for things to buy, for sug- 
gestions that are different, and the store that pre- 
sents these new things, makes new suggestions 
and otherwise evidences its policy of service to the 
public will be the store best remembered and most 
generously patronized, 
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Suggestion for Halloween Display by J. Walter Johnson, The Powers Furniture Co., Portland, Oregon. 
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“‘Macpanel 
Displays” 
and 


Backgrounds 


Baskets 


Display Fixtures 
Floor Covering 


Flowers 
Furniture 
Novelties 
Plaques 
Paintings 
Pedestals 
Screens 
Silks 
Satins 
Signs 
Vases 
Velour 





Installed, Sold or 
Rented 
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2838 ISPLAY SERVICE’ 





Window Trimmers and Designers of 
Master Window Displays 
For Manufacturers, Retailers and National Advertisers 
Write for information concerning the “Macpanel Dis- 
plays,” consisting of a set of 12 panels, one for each 


month of the year. Specially designed for the smaller 
shops. 
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Announcing 


the winners in the recent 


oe / y~ 
Window Display W Contest 


First Prize, $100 
The Industrial Studio, Sterling, Ill. 
Third Prize, $25 


114-116 EAST 13TH STREET 


Fe ee SS 


Second Prize, $50 
Joseph Fischl, New York City. 


Fourth Prize, $15 
Multnomah Photo Supply Co., 
Portland, Ore. 


Our thanks and appreciation are extended to the hundreds of retailers throughout 
the country who participated in this contest. Its success is a prized testimonial 
of recognition given the merits and popularity of Agfa photographic goods. 


say a Prodaclkd, ac. 


Manufacturer’s Agents for Agfa Photographic Goods 


Pinkham & Smith, Boston, Mass. 
Fifth Prize, $10 
Beil Photo Supply House, 
Clinton, Iowa 


NEW YORK 
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Creating Displays for Drug Stores 


Modern druggists now realize the show window is their greatest adver- 
tising medium and exert every effort to keep them individual 


By GEORGE D. JOHNSON 


Assistant Advertising Manager, Johnson & Johnson, New Brunswick, N. J. 


HERE are approximately fifty thousand 
druggists in the country, and I would 
hesitate to estimate the number of 
varying opinions held by them as to 

what constitutes a good drug store window display. 
The individual opinion, of course, is controlled by 
early training and present environment. But it is 
safe to say that they are united on one opinion— 
that their window displays should sell more goods. 

Window displays, as far as drug stores are con- 
cerned, are still in the process of evolution. It does 
not seem so long ago that the drug store was easily 
recognized by the large show bottles in the win- 
dows; filled with colored fluids. With lights behind, 
they used to stand out as beacons of the night, 
guiding the travels of those in search of medicines 
or sick-room supplies. It was considered unethical, 
in those days, to make a commercial display. 

As a matter of self-protection, the drug store 
had to abandon that policy just as it had to change 
its whole system of salesmanship. With the in- 
creasing cost of dong business, it was compelled 
to take on related side-lines to increase sales vol- 
ume. The show bottles gradually disappeared and 


attractive advertising material and displays of prof- 
itable merchandise took their place. The arrival 
and growth of the chain store stimulated this trend 
toward commercialism in the windows. 

The tide is turning, however. Today there is an 
increasing tendency to feature the professional 
character of the drug store in the window. The 
druggist realizes that professionalism is his great- 
est asset. Anybody can sell ordinary merchandise. 
Only a registered pharmacist can compound pre- 
scriptions. No special training is required to sell 
dish pans, but a college education and governmental 
sanction are requisites to interpreting a physician’s 
order for articles needed in the sick-room. 

This change in attitude is being reflected in drug 
store window displays, but not with a return of the 
old idea of making the show bottles the chief fea- 
ture of the window. Many druggists will testify 
that the best displays they have ever made dealt 
with prescriptions and certificates of registration, 
showing the number of prescriptions filled and the 
personnel of the registered pharmacists employed 
in the store. 

Manufacturers who supply window display ma- 
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First Aid Display by Mr. Corbin at the Biltmore Hotel Store of Horton & Converse, Los Angeles, Cal. 
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ment 
ecorations 


Chicago affords the most complete Display Equipment and Decoration Market in the 
World—Time and money may be saved, and the best that decorative genius creates can 
be obtained in Chicago at prices that can not be duplicated—quality considered. 


THE ADLER-JONES CO. 
643 S. Wells Street 


Artificial Flowers—Decorations 


L. BAUMANN & CO., 
357 West Chicago Avenue 


Artificial Flowers—Display Decorations 


BENJAMIN ELECTRIC MFG. CO. 
120-28 So. Sangamon Street 


Window Reflectors—Lighting Equipment 


§ THE BODINE-SPANJER CO. 
1160 Chatham Court 


Distinctive Display Decorations 


BOTANICAL DECORATING CO. 
319-27 W. VanBuren Ave. 


Artistic Decorations & Artificial Flowers 


CHICAGO CARD BOARD CO. 
664 W..Washington Blvd. 


Art Poster Card and Mat Board 


CURTIS LIGHTING, INC. 
1114 W. Jackson Blvd. 


Complete Equipment for Lighting Effects 
THE HECHT FIXTURE CO. 
620 Medinah Building; Wells and Jackson 
Everything in Display Fixtures 





Endorsed by most critical and 
everywhere—and recommended 
Buyers Service Bureau 


HIGH LUSTRE PLUSH CO. 
1757 .North Central Park Avenue 


Plushes, Velours and Display Fabrics 


INTERNATIONAL REGISTER CO. 
13 South Throop Street 


“CUTAWL” Decorative Cutter 


THE KOESTER SCHOOL 
314 S. Franklin Street 


Display and Card Writing Instruction 


THE MURDISON COMPANY 
316 North Michigan Blvd. 


Anaglypta and Decorative Papers 


NATIONAL CARD, MAT & BOARD CO. 
4318 Carroll Avenue 


Show Card Boards, Mat Board, Cut-Outs 


PAASCHE AIR BRUSH CO. 
1902 Diversey Parkway 


Air Brushes and Accessories 


SCHACK ARTIFICIAL FLOWER CO. 
134-40 North Robey Street 


Window and Interior Decorations 


SILVESTRI ART MFG. CO., INC. 
1035 Orleans Street 


Bakard Compo Display Creations 


discerning, displaymen and merchants 
to progressive purchasers by the 
of The DISPLAY WORLD. 


Write for Catalogues! 
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terial to druggists have had to take notice of these 
changes in sentiment. As it is a physical impossi- 
bility for one manufacturer to create a thousand 
different kinds of displays to meet the thousand or 
so different opinions of his customers he must try 
to strike the happy medium. 


Just how to go about this is an individual prob- 
lem. I can only tell how we have handled the win- 
dow display question in our own organization. As 
it is a fundamental business policy of our house 
that all our customers are to be considered on an 
equal footing in all matters, we are relieved of the 
embarrassing charge of favoritism. Any display 
material we issue is available to any druggist cus- 
tomer who desires to use it. We never pay for the 
use of windows, no matter how desirable the loca- 
tion, because such action would violate our policy 
of no discrimination. 

We realize that the druggist sells a great many 
products, and that he is more interested in de- 
veloping his business as a whole than he is in 
pushing any one manufacturer’s line. So we try to 
make our displays tell a sales story from the drug- 
gist’s viewpoint. In our display for Johnson’s Baby 
Powder, for instance, a banner carries the an- 
nouncement: ‘“We Sell Everything for Baby. 
Give Your Baby the Best.” With all our displays 
there is a banner which says: “Your Druggist is 
More Than a Merchant—Try the Drug Store First.” 

Dignified displays, such as cou'd be used with 
propriety in the most professional drug store, are 
favored. In our display for medicated plasters, for 
instance, a three-wing screen illustrates, in natural 
colors, all of the drugs and other ingredients used in 
the manufacture of a plaster. The public always 
seems interested in a display which gives them a 
peep behind the prescription department and many 
druggists, capitalizing that natural curiosity, make 
a practice of occasionally displaying crude drugs, 
leaves, barks and roots in glass trays or jars, neat 
cards giving their scientific and common names, the 
name of the country which is the source of supply 
and a brief notation of the properties and uses of 
each drug. While these druggists handle a great 
variety of general merchandise, they never let the 
public forget that they carry the best in drugs and 


medicines. 


The plaster display previously mentioned was 
inspired by the reports of the success of these crude 
drug displays. In order to combine salesmanship 
with the educational feature, two cutouts were in- 
cluded with the display suggesting the uses of plas- 
ters. Show cards listing the uses, and dummy 
boxes of plasters completed the display. The plas- 
ters were shown on the three-wing screen in 
natural colors, because the plasters cannot be ex- 
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posed to light and air and should not be displayed 
in the window. 

The bulk of our display material is distributed 
on orders sent in by our staff of traveling salesmen 
who cover the whole country. Displays are never 
sent out except on specific request, and every re- 
quest sent to the house by a druggist is promptly 
honored. 

Pasted on each display is a notice: “Why This 
Display Must Do Extra Work.” In using this label 
we are trying to correct the impression that, be- 











Why This Display 
Must Do Extra Work 


This display material is being sent to 
you with the assurance that ‘ts prominent 
display will increase your s' °:s. 


_ Display material costs a great deal 
more to produce than formerly. This in- 
creased cost can only be balanced by in- 
creased sales. Therefore you should make 
this display work longer and harder in 
order to produce increased sales. 


After you have used it, wrap it up and 
save it for another showing later on. 


Thank you. 


























cause it is so easy to obtain, display material costs 
little and can be thrown away after a few days’ use. 
We have evidence that our displays are stored and 
used from time to time until they become soiled. 

One of our customers has devised a bin in which 
he stores his displays. He has compartments in 
this bin, so that he can store the displays under 
classifications, such as, writing paper and fountain 
pens, cameras and thermos bottles, first aid, patent 
medicines, toilet articles, special holidays, crepe 
paper, etc. This bin has a large flat top table as a 
cover and is a part of his store furniture. He al- 
ways has material available for any kind of a 
display. 

Through our house organ we try to impress 
upon drug clerks the importance of good window 
displays, but we guard against creating the impres- 
sion that a window display can carry the whole 
load of salesmanship. It is but a link in the chain 
of salesmanship, other links being national adver- 
tising, local newspaper advertising, counter display 
and personal recommendation. 

Successful druggists are no longer just drifting 
along, using any display material sent to them. 
They plan their work and work their plan—and 
the window is an important part of every plan. 
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A National Slogan and Emblem 
That Puts Its Message Across 


play 





This slogan and emblem is the result of the 
realization of the publishers of The DISPLAY 
WORLD that the interests of the entire display 
field could best be exploited and promoted by a 
national slogan and emblem which would afford 
a ready tie-up for all interests identified with 
this field and desirous of aiding in its constant 
growth and development. 


UiddddddddddddidildiiililiiidlddiideeaAZZZZZZZAAAABABABAAAAE,’ 


THEN PUT THEM 


Lddddddddiddaa 


THE DISPLAY 


An Effective Means for the 
Concentrated Tie-Up of all 
Manufacturers and Con- 
cerns Catering to the Dis- 


Interested in its Growth. 


WORLD 








QUALITY AND 
ORIGINALITY 
Write for 
Catalog No. 12 






Taborettes and Nested Steps. 


Field and Directly 





“Electrotypes Available in Two Sizes at a Cost of Only $1.00 for the Set.” 


The slogan has been copyrighted and elec- 
trotypes are being offered for your use at a 
cost of only $1.00 for the set of both sizes. 

The use of this slogan on your stationery, 
advertising literature and catalogs will prove 
a tremendous influence for giving publicity to 
the importance of window display advertising 
in the business world. 


ORDER A SET OF THESE ELECTROTYPES TODAY 


RIGHT TO WORK 


The DISPLAY WORLD Service Bureau - - Cincinnati, Ohio 


UWL ddddddddddddddddddddllllllllllllllllblliLiiLiMihhhilididJsidihidihiddididididididdddidddddeeeeaeeccccccii 


Miniature Background Screen. 








turn] 


Miniature Fixtures for displaying jewelry, toilet good's and other small articles. 
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THE DISPLAY WORLD MONTHLY PICTORIAL REVIE 

(1) A. Parker, Milgrim, Inc., Chicago, Ill.; (2) J. Walter Johnson, Powers Furniture Co., Portland, Oregon; (3) 

Douglas A. Rowe, Orkins Specialty Shop, New York City; (4) Abraham Cohen, The Woman’s Specialty Shop, 

Springfield, Mass.; (5) Wm. C. Grams, Denver Dry Goods Co., Denver, Colo.; (6) S. E. Trinkle, Stambaugh- 

Thompson Co., Youngstown, Ohio; (7) C. M. Shrider, A. E. Starr Co., Zanesville, Ohio; (8) Frank C. Roberts, 
W.C. Ruch Co., Hollywood, Calif. : 
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With the New York Displaymen 


Displays for promotion of summer clearances and annual sales of 
china, furniture and other goods now utilized for fall showings 


By T. A. GALLAGHER 
New York Correspondent, The Display World 


RE-SEASON showings of fall goods 
were the note of the windows of local 
department stores and specialty shops 
during the latter part of August and the 
first ten days of September. During the early 
weeks only a few of these displays were put in 
because of vacations and the usual seasonal dull- 
ness, but as the days went by the space devoted 
to cleaning up summer stocks and annual sales of 
furniture, furs, china, etc., was utilized for more 
appropriate purposes. ° 
One of the many interesting windows featured 
at Macy’s was a display of imported (French) 
metallic laces. In the foreground, a little to the 
left, stood a doll dressed in the full court costume 
of Marie Antoinette, carrying in her dress the new 
French green, known as Lanvin green, combined 
with metallic lace trimmings and touched with or- 
chid. This piece was purchased during the sum- 
mer at the French Exposition of Arts. 
Behind the doll were two cascades of the metal- 


lic laces, one dominant, the other subordinate, over 
orchid georgette. The note of the orchid colored 
ostrich plumes in the head-dress of the Marie An- 
toinette was carried further by two unfurled 
ostrich fans in different tones of the orchid. Upon 
the trailing ends of the cascades of metallic lace 
were placed accessories which used the gold or 
silver note, such as metal flowers, or buckles, or 
flat ornament—and a purse or two. 

Another window of last week which attracted 
a constant crowd illustrated Macy’s own idea of 
the 5l-piece combination set of china. A neat 
placard prominently displayed in the foreground 
explained the idea. Two round dining tables, one 
at each side, covered with handsome cloths with 
lace insets, held each a complete set of the dishes, 
with the price and the name of the patterns promi- 
nently displayed. At the foot of each table oval 
low stands with ball feet held additional sets, and 
small tables and stands between the two big tables 
held each a part of a set with the rest grouped 





Effective Fur Display by Douglas A, Rowe, Orkins Specialty Shop, New York City. 
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A Treasure Chest of Ideas! 
For the Fall Season 
As usual, Schack’s New Fall Flower Book is filled from cover to eli 
cover with many new Exclusive Decorative Specialties. These in- a _— 
clude new flower designs, vines and many new things in hand-painted This Book. 
satin panels, window units, etc. Schack’s New Fall Flower Book is It’s 
illustrated in four colors. Get your copy now. 


Send for This Book Today 


IT’S FREE 


THE FLORAL PARADE SEASON NOW ON 


Make your decorated car or float a prize winner by using Schack’s Floral 
Parade Decorations. Send for our new Floral Parade Broadside illustrating va- 
rious kinds of decorated vehicles, cars and trucks, also a full line of decorations. 


IT’S FREE FOR THE ASKING 


SCHACK 


ARTIFICIAL FLOWER CO. 
Main Office and Factory CHIC AGO 


134-140 No. Robey St. 


For the asking and 
will prove a won- 
derful help to you. 











Downtown Salesroom 


63 E. Adams St. 
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AN EFFECTIVE GROUP 


FOR SHOE DISPLAY 


And notice how effectively an impressive 
quantity of merchandise can be shown with 
these fixtures. The single-front shoe store 
with narrow windows, or the shoe depart- 
ment of the large store with divided win- 
dows, finds such a group the ideal back- 
ground for sales-compelling display. 


Stores of every kind—department, jew- 
elry, notion, hardware, drug, clothing, 
(men’s or women’s), shoe, millinery and 
hat stores—find their every display need 
adequately anticipated in Hugh Lyons’ 
fixture line. 


Designs are strongly influenced by the most 
attractive of Period Styles, reproduced in 
finishes that match any store or window 
interior. 


The manufacturing efficiency of a large, 
completely equipped plant devoted solely 
to the production of display fixtures, keeps 
Hugh Lyons’ prices at a surprisingly mod- 
erate level. 


Send for the Fixture Book today, before 
you forget it. Or, better still, write and 
tell us about your display problems. We'll 
send you the answer by return mail. 


Hugh Lyons & Company 


LANSING, MICHIGAN 


SALES OFFICES 


New York—35 W. 32nd St. 
Chicago—217 W. Jackson. Blvd. 
Baltimore—No. 1 N. Eutaw St. 
Boston—52 Chauncy St. 
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around the foot. A large Japanese screen, picturing 
a tea garden, formed the background of ‘the dis- 
play. Three wrought iron stands with torch lamps 
were placed to throw light upon the tables. 

Gimbel Brothers featured an advance fur sale, 
their August furniture sale and their September 
sale of houseware, china, lamps and glassware. 

Their furniture windows, it is reported, have 
been especially admired. In two of them two high- 
priced living room suites were shown, one of them 
at $750, and the other at $1,500. Both were sold 
within forty-eight hours. These suites were of 
mohair and velour, overstuffed, in mulberry tones, 
with hand-carved frames and separate cushions and 
pillows. : 

One of the china windows displayed valuable 
plates, going as high as $250 a dozen; high-priced 
stemware and golden-crusted ware. During the 
last week of August two windows were devoted 
to interpretations of “the ideal kitchen.” These 
showed a stove with proper cooking vessels and 
cabinets, with open drawers and bins, featuring 
both cabinets and utensils. 

An especially attractive Gimbel window for the 
last week featured little boys’ dress suits, all in 
pongee, with pongee hats and pongee colored hose 
striped at the top with color. The center of the 
picture was held by a huge brown bird dog, stuffed 
from life. Two of the little boy figures were stand- 
ing on the ground—one was standing on each of 
two tables at the rear, with a wooly brown and 
white dog at his feet, and one was standing in a 
chair behind the big dog. Colored trims were 
shown on the little suits, self-color trims, and the 
embroidered monogram on the left side; one coat 
was a cut-away, its only trimming being a mother- 
of-pearl link fastening it in the front. 

B. Altman’s, during the.last week of August, 
showed three windows which used the new bizarre 
“geometric” stripes in wool goods, In the center 
of each window was a woman’s figure draped to 
indicate a possibility in the use of the material. 
One showed a blouse of the stripe, combined with 
a plain skirt; another, the reverse combination; 
and the third, a one-piece dress, where the par- 
ticular elongated oval of the figure was used to 
make a long line from breast to knee, ignoring the 
waist line. Some of these new stripes use pyramids, 
others triangles, squares, oblongs, in weird com- 
binations. The colors are contrasting—as_ red 
against blue and yellow—or else harmonizing in 
different notes of the same color as wood brown 
against beige or rust. 

An outstanding series of three windows at 
James McCreery’s during the month made a dis- 
play of wine colors—in coats, suits and dresses— 
very smart—played against a background of emer- 
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Do Y our [nterior Displays 
Equal Your Windows? 


There’s a lot of opportunity for unique selling trim 
inside the store, too. 


“Sol’’ Satine—in its 36 exquisite shades—all fade- 
less colors—will give you all the ground you need. 


A careful selection df color, the proper handling of 
folds, and your merchandise is framed like a picture, 
as in this display from Hamburger’s, Los Angeles. 


For your convenience “Sol” 
Fabric is made in 32, 36 and 
54-inch widths: and the low 

prices make it extremely eco-’ 

nomical. 








Would You Like a Sample 


? 
Window display of Hamburger’s, Los Angeles, saints Ly. an 
Dm — = @ 


S. M. HEXTER & CO., Sole Owners Cleveland, O. SATIN E 


BRIGHT AS THE S 
New York Office: 1140 Broadway WEARS FOR eg 














Thanks for the Flowers! 


The House of Newman heartily appreciates all kind words store owners, 
display managers and national advertisers have uttered on behalf of NEWMAN 
CAST BRONZE SIGNS. It will be our self-appointed task to maintain our 
present rock-bottom prices for our signs throughout 1925, which is a remarkable 
promise when we consider that manufacturing costs are steadily mounting 
skyward. But low prices will not mean inferior workmanship. On the contrary, 
NEWMAN CAST BRONZE SIGNS will always be the finest obtainable any- 
where, regardless of cost. 


WRITE FOR OUR CATALOG OF BRONZE SIGNS 





“We received the fifteen bronze signs and are “The two bronze signs furnished by your com- 
indeed very much pleased with them. So much pany for our establishment were placed today. 
so, that if we need anything else in your line we We are pleased to advise that these signs fulfilled 
shall be only too pleased to give you our orders.” our expectations from both an artistic and prac- 

FEIBLEMAN’S, INC., Shreveport, La. tical standpoint.” 


“The two bronze tablets you made for us re- SILVERMAN BROS., Uniontown, Pa. 


cently have been ingaed and they certainly add sznclosed find check in payment for name plates 
second set of tablets you have made for us and shipped ‘tay test sanguthc:. "Tie ey om 
we want to assure you that the work in each case GRIFFITH & SON, Harlan, Iowa. 
oe wee te erties cx) Sioux Falls. S. D: “On Saturday last our bronze tablets were placed 
‘ j on our building and we are very well pleased with 
“The bronze letters appear to be first-class in them. They were carried out exactly as specified 
every respect and we believe will improve the ap- and we have received some very complimentary 
pearance of our building. Thank you for the man- remarks on them.” 
ner in which you handled. this order.” - DAVIDSONS FURNITURE CO., 
McCURDY & CO., Rochester, N. Y. Kansas City, Mo. 


THE NEWMAN MANUFACTURING CO. 


Founded in 1882, 420 Elm Street, CINCINNATI, O. 














AGENTS AND DISPLAY SERVICES: We have a dandy proposition for you! 
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‘Installation 


OF WINDOW DISPLAYS 
IS NO LONGER A PROBLEM 


For National 
Advertisers 


Displays Can Now Be Installed in 
Dealers’ Windows Promptly and 
Properly Through One Agency. 


Eliminate Detail 


| 


No Difficulty Urging Salesmen to 
Install Displays. 


No Heavy Expense in Operating 
Traveling Crews. 


No Loss or Delay by Sending Displays 
Direct to the Retail Dealer. 


Displays All Go In 


Satisfactorily to the Advertiser and 
Service Strictly Guaranteed. 


Local Associates in Cities and Towns 
Throughout the United States. 


Campaigns Actually Conducted 


The Past Several Months for Some 
of the Country’s Largest Adver- 
tisers Have Brought High Praise. 


See Our Exhibit Booth at the 
W. D. A. A. Convention, 
Chicago, October 6-8 


Write for Information 


Window Display 
Installation Bureau 


Executive Offices: 


22-23 Pickering Bldg. CINCINNATI, O. 




















ald green, which brought out the rose color in the 
burguncy. The gowns were all very new. A pre- 
dominant line was the flare at the bottom, although 
this is not likely to be universal, according to J. C. 
Chase, the display manager. There were one or 
two cape backs; satin as a material was a favorite. 
As accessories were used pieces of the new jewelry, 
copies of old French designs—brooches, ear-rings, 
pendants, arm bands--which are almost certain to 
become a craze of the fall and winter. The pieces, 
packed full of the semi-precious stones, give a rich 
and extravagant effect that is most taking, and yet 
they are not expensive. 

Another three windows of the month showed 
costumes in green, played against lemon-yellow 
(silk). Pieces of the French jewelry with white 
and green stones were used as accessofies. 

During the last week of the month these same 
two notes—the wine colors and the green—were re- 
peated in windows which used cascades of dress 
goods effectively, with the notes reflected in hats, 
gloves, bags and other accessories. Gray was used 
to bring out the burgundy, and lemon-yellow was 
used with the green. 

In September at Lord & Taylor’s, the windows 
will tie up with a fabric opening, showing all the 
new fall merchandise. The colors at present indi- 
cated are burgundy, moss green, plum, with beige 
and wood brown still good. 

At the present this store is introducing its fall 
interpretation of its own special creation, the Cava- 
lier frock, which is designed to supply a costume 
suitable for “all round” wear, reliable in style and 
moderate in price. They are showing this frock in 
twill-back velveteen, tweed and a wool cloth— 
colors, blue, brown, burgundy, rose and green. 

Half of the front windows of Lord & Taylor’s 
were devoted during the third week of August to a 
display of women’s evening wear. Style points 
noted were the flare contours, especially for coats. 
Browns and grays in coats were best sellers with 
black a close third. 

A furniture display of the middle of the month 
showed three rooms of early American antiques— 
living room, dining-room and bedroom, using hook 
rugs throughout, introducing a spinning wheel in 
the living room and keeping to strict historical ac- 
curacy in all small details. 


An interesting display of the early part of August 
was a single window of the French court jewelry. It 
was shown at the top of a staircase of two steps—the 
steps draped in black velvet, with the velvet ro- 
setted at the sides—in a silver case; the jewelry 
was also arranged upon the steps themselves, lying 
upon the velvet. Bags and other accessories using 
the near-precious stones were introduced as a 
background note. 
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Planned to Help You Sell 





















Ask for 
Book D-D-5 


Send Right Now for FREE COPY of 
OUR NEW FALL BOOK 


It contains designs so unusual and strik- 
ing, priced so remarkably low, that the 
Baumann Line this season is proving the 
sensation of the display field. Ask for 
300k D-D-5. 


Ask For Our Parade Folder 


If vou are planning a parade in your com- 
munity, you will find our showing of parade 
decoratives a most satisfactory and economical 
source of supply. 






357-359 W. 


There is 
Nothing 
Can Take 
the Place 


of Flowers 





cagodoe ERGO 
Fleadquarters Sor Display Ideas and Service 


Manufacturers and Importers of Flowers and Tloral Decorations 









































BY JEROME A. KOERBER 


is a complete, modern and practical text and reference 
book on the subject of mercantile and display draping. 
It covers the subject thoroughly, comprehensively and 
authoritatively, and is profusely illustrated with dia- 
grams, pen drawings and photographs. 

The contents of this book is a revelation, as it com- 
prises the experience of a life spent in the execution 
of draping art by the country’s foremost draping au- 
thority. 


Profusely Illustrated—Substantial Cloth Binding—128 Pages—Page Size, 714 x 10% ° 
Books Shipped Same Day Your Order is Received—Order TODAY! 


SPECIAL OFFER—A copy of this new book, THE ART OF 
DRAPING, together with a year’s subscription to The DIS- 
PLAY WORLD at a cash saving of $1.00—Both for $4.00. 


If you are already a subscriber your subscription will be extended. 


Published by 


THE DISPLAY PUBLISHING CO. 


1209-11 Sycamore Street 


Here is a Book that Reveals all Secrets of 


Expert Draping 


“THE ART of DRAPING” 


CONTENTS 


The fundamentals of draping; fixtures—what they 
are and their importance; how records are kept in dis- 
play department; efficiency in decorator’s room; general 
knowledge of merchandise; the structure of drapery; 
ornamentation of drapery; importance of color and color 
harmony; a chart of colors and combinations; com- 
bining colors by use of color chart; some pertinent 
advice—errors to be avoided; draping examples illus- 
trated and described. 


Price $3.00 Postpaid 


ORDER BLANK 


The Display Publishing Co., Cincinnati, 0. 


Gentlemen: Enclosed find money order 
for $3.00 for one copy of Koerber’s ART 
OF DRAPING. 


“Ship postpaid to following address: 


Cincinnati, O. 
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Who They Are and What They Say 


No. 17—W. L. STENSGAARD, Bloomington, Iil. 














NY list of outstanding display managers 
or men of the profession who have at- 
tained distinction through unusual skill 
in the art of mercantile display would 

be incomplete unless it included the popular artist, 
William L. Stengaard director of the display de- 
partment of C. W. Klemm, Inc., Bloomington, Ill. 
Not only does he qualify with a margin to spare 
in the honor roll of distin- 
guished exponents of his 
profession, but he has ac- 
complished even greater 
heights in his service to 
the industry. 
Although only fifteen 
years of his life have been 
devoted to display adver- 
tising, his experience has 
covered a wide field of en- 
deavors in some of its vari- 
ous phases. His entry into 
the profession dates back 
to 1910, when he entered 
the employ of The Buckley 
Dry Goods. Company, of 
Salina, Kansas, as fixture 
boy. After five years with 
this firm, serving in vari- 
ous capacities, he was em- 
ployed by a clothing firm 
to direct the displays for 
its two large stores. 
In May, 1917, he volun- 
teered for service in the 
American army and served 
two years in the aviation 
branch, eighteen months of 
which were spent on foreign soil, Returning in 
1919, he opened a display service, known as The 
Resca Studios. Two years later he joined the sales 
force of one of America’s largest decorative manu- 
facturers, covering a territory throughout the cen- 
tral western states. Here he made many friends 
among the displaymen and gained valuable infor- 
mation through observing the operation of hun- 
dreds of display departments—both good and bad. 
He gave up the sales work to accept the display 
manager position of Stiefel Brothers & Company, 
Salina, Kansas, who were moving into their new 


WILLttiAM L. STENSGAARD, 
Display Manager, C. W. Klemm, Inc., 
Bloomington, Ill. 





and modern store building. In June, 1924, he ac- 
cepted the positon he now holds and in which ca- 
pacity he has rendered such meritorious service. 

Mr. Stensgaard, long a member of the Inter- 
national Association of Display Men, has been an 
active leader in the formation of numerous display 
clubs, serving as first president, and leaving a mo- 
mentum that has carried them on through the 
years. During the past 
year he served as chair- 
man of the membership 
committee of the I. A. D. 
M. and the greatest in- 
crease in active members 
for any single year was the 
result of his efforts. 

As a reward for the dis- 
tinctive and conspicuous 
work accomplished in the 
advancement of the display 
art, he was elected first 
vice-president of the Inter- 
national Association of 
Display Men at the St. 
Louis convention. In the 
photographic contest at 
this meeting his displays 
were awarded twenty-six 
prizes and the grand prize 
for the greatest number 
of points won by an indi- 
vidual. Many of his dis- 
plays have been reproduced 
in display and retail trade 
journals. 

Mr. Stensgaard, better 
known as “Bill,” is an un- 
tiring worker and student of display problems. He 
finds great pleasure in an efficient, business-like 
management of his department and keenly enjoys 
the opportunity of aiding fellow-displaymen in the 
solution of their problems. He is never too busy 
to devote a few minutes to visitors or equipment 
salesmen, for he has found that they are a great 
source for ideas. 

Assistants in his department are given thorough 
training and are not only taught how to properly 
install displays, but the necessity of being an execu- 
tive. These men are assisted in securing better po- 
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sitions when they are considered worthy and 
capable of promotion. Mr. Stensgaard feels that 


Your Biggest Asset! each man leaving his department should prove a 


credit to his training, and such interest in his as- 


a Tn sistants has made an efficient and well-balanced 
Salesmen—Don’t Neglect Them 


department. ; 

“More efficient and business-like management of 

: : display departments is the greatest need of the dis- 
High Lustre Silk Plush play profession today and will be the quickest rout: 
will show up your merchandise 100%. for placing the profession on higher and merited 
Plush has stand she dest of veare: ae bee levels. It will be most convincing to the employer 
most effective window display fabric for and at the same time increase display efficiency. 
dignified and appealing effects. “A displayman really interested in his profes- 
sion will find it a pleasure, full of thrills, a spur for 
Immediate Delivery initiative, and where a man himself guides the. 

Thirty Standard Colors limitations of his possibilities.” 

24 and 36-Inch Widths 





Distribution Is Important Issue 


National advertisers realize value of handling 
display material through central agency 
By CLYDE P. STEEN 
e Sec’y Window Display Installation Bureau, Cincinnati, O. 
High Lustre Plush Co. ERVICE is a term that has been much over- 
worked in the general advertising field and has 
1757 N. CENTRAL PARK AVE., often been misapplied, yet it has found its right- 
CHICAGO, ILL. ful place in the window display installation field. 
In this particular branch of advertising, service is all that 
Selling Agents for Georgian Silk Plush counts. Unless it is properly and conscientiously given, 
the advertiser loses, the retail dealer loses, and the firm 
installing the displays soon falls in ill repute. 

Several firms throughout the United States have been 
installing displays in their respective cities for national 
‘ ) A L A N ae K wm, advertisers for many years. Others have come and gone 

with the opening and closing of each advertising season, 
OUR SPECIALTY for it is admitted that the spring and fall seasons produce 
the most activity ‘in the window display field. The adver- 
tiser has constantly been confronted with the problem 
out of your store front and aie : Serre : ‘ * 
the type of trade you cater to when considering this form of service in having his win- 
and we will design the proper dow displays installed, as to whether or not the man he 
valance for you; no charge for dealt with the previous year was still in business. 
this service; also a complete The constant changing and shifting in this partcular 
stock of silk plush. Write for Perry eg Sicbekd ‘ h thei leis 
price. eld has led many advertisers to change their syste 
entirely and establish their own crews, or put the burden 
KARL L. B. ROTH of window display installation work on the shoulders of 
Manufacturer and Designer their salesmen. In either event, this thas not proven 
FINDLAY, OHIO entirely satisfactory to the advertiser, as the salesman be- 
comes either a window trimmer or remains strictly a sales- 
man. In very few cases has it been found that he can 
do both successfully. If the advertiser has adopted a sys- 
tem of sending crews of displaymen on the road, he finds 
this a very expensive practice and his costs on window 
displays mount rapidly each year. 

With all these factors in mind, the advertiser has con- 
stantly been seeking some outlet where his window dis- 
play problems and troubles would be lifted from his 
shoulders and passed on to someone else. Often it has 
gone to the sales manager or his assistant, but most 
likely it has been given to the assistant advertising mar- 
ager. His contact has been principally with the adver- 
tising agencies and when agencies are asked about the 
outlet for window displays they are about as much at 
, sea as the advertiser may have been himself in the be- 
Tell Us What You Want and Samples Will Be ginning. And in the end the assistant manager may recom- 

Submitted. mend only a limited number of window displays and ar- 
range to send these direct to the retail dealer on request. 




















Give us a description and lay- 




















WINDOTRIM FABRICS, Inc. 
17 Madison Avenue 
New York 
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With all of this chaotic condition existing, it is no won- 
der that the national advertiser has been reluctant to get 
into the window display advertising field, along witn his 
other forms of advertising. The past five years have wit- 
nessed more development along this line than in all the 
years previous put together. Window display service 





Iodent Display Installed by S. J. Hanick Display 
Service Agency, Philadelphia, Pa. 


agencies, realizing that the work was but in its infancy, 
have put forth renewed efforts to satisfy the advertiser 
and those ‘that have been sincere have met with some 
measure of success. Those who have given the advertiser 
a haphazard service have finally been forced to suspend 
business. 

The first annual convention of the Window Display 
Advertising Asscciation at Cleveland, Ohio, last year, at- 
tended by national advertisers from all sections of the 
country, proved conclusively how eager these advertisers 
were for some form of service in the installation of their 
window displays upon which they could rely. Distribution 
seemed to be the paramount issue in the minds of all 
advertisers, who realized the importance of having win- 
dow displays at the point of sale to tie up with their other 
forms or advertising. It was this condition, expressed so 
forcibly at this convention, that brought about the forma- 
tion of several agencies for the handling of window dis- 
plays on a national basis. 

One of these agencies, the Window Display Installation 
3ureau, was organized late last year and has succeeded 
in enrolling local associates in more than three hundred 
cities and towns throughout the country, covering a total 
of five hundred cities or more. A number of contracts 
covering most of this territory have been handled for ad- 
vertisers successfully the past year, and a great many 
other advertisers are watching the progress of this bureau 
with interest, hoping that they may be relieved of the de- 
tail of their future campaigns in a satisfactory manner. 

Such a system, as employed by this bureau relieves the 
advertiser of all the detail involved in looking up men 
to do this work in each city and then carrying several 
hundred accounts on the books, all arrangements for the 
display campaigns being made through the bureau’s head- 
quarters and all associates in each city held responsible 
to the bureau for the proper performance of the work 
assigned to them. 

Present indications are that the word “service” in the 
window display installation field will become more and 
more standard as each year passes by and will be linked 
permanently with this particular form of advertising to 
such an extent that advertisers will give up any other 
jorm of placing their window displays which they may 
now be employing. This all registers another advance for 
window display advertising and places it paramount with 
any other branch of the publicity field. 
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To Improve Your Displays and 


INCREASE YOUR SALES 
Use 


TRIANGLE BRONZE 


David Sobel’s TRIANGLE BRONZE forms 
and fixtures are remarkably attractive in 
appearance—designed not simply to display 
goods, but to enhance the value of the ar- 
ticle to be displayed. 

Merchants and window decorators who de- 
mand equipment of high quality and dis- 
tinctive style will find TRIANGLE BRONZE 
ideal for effective window display. 




















LIFETIME-LASTING CONSTRUCTION 


Extremely durable and gives exceptional 
service. Sobel’s TRIANGLE BRONZE can 
not break, mar or chip. 


Real Quality at Low Prices 


Costume Forms, Enameled Body....$22.50 
Costume Forms, Satin Body......... 25.50 
Costume Stand, 7 in. base, 36-72 in. 
tN SR RI A ag 8.50 
Hat Stand, 5 in. base, 18-36 in. 
height, adjustable or stationary... 4.50 
Hat Stand, 7 in. base, 36-72 in. 
OE a hase de Sikivensscataddasaeudoaas 7.50 
Other Costume Forms from $10 up, 
complete with bases. Costume Stands as 
low as $3. 

















SPECIAL DISCOUNTS ON 
QUANTITY ORDERS 
ASK FOR CATALOG A 


Samples Sent for Inspection 
Without Cost or Obligation. 


Established 1898 


DAVID SOBEL’S SONS 


1151 Broadway, New York City 
Factory, 143 Grand St., New York 
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<= 
OUR PLATFORM C) 


1. The Development of the Art of Mercantile Display. 
2. More Intimate Co-operation of Manufacturer and Merchant. 
3. The Encouragement and Advancement of the Independent Display Service Idea. 
4. An Ideal Practical and Helpful Personal Service to the Display Profession and its Industry. 
5. Appreciation of Display by Merchants as the Most Powerful Factor in the Business of Selling. 
6. To Maintain the Independence of Its Editorial Columns so That It May Always Discuss Without Fear, 
Bias or Jealousy Every Activity in the Display Field and Serve Best All Interests. 








Everyone nowadays is in too 
much of a hurly-burly to see 
~much of what actually passes 
before them. This is particu- 
larly true with regard to their reading. They skim, 
skip and, as a consequence, their impressions are 


All Branches of 
Display Should Be 
Carefully Studied 


imperfect, mcomplete and fragmentary. 

Take, for instance, this magazine. How much 
of its contents do you actually read? How much 
could you describe or repeat? Every line, every 
paragraph, every story, every picture occupies 
space in these pages because it has been considered 
of importance to the industry. Its placement, how- 
ever, accomplishes only a part of the purpose. To 
see and read is another step, but the final con- 
summation of the purpose can only be achieved 
when every thought and every message passes 
through the “mill” of your mind like wheat through 
a flour mill. 

In milling for flour, only a certain percentage of 
all material which goes through becomes flour; 
other parts are segregated or discarded, but to pro- 
duce flour every particle and every kernel goes 
through the milling process. 

No man who takes himself seriously can afford 
to neglect the study of his chosen work, and no 
man can go very far in the display profession, or 
any other, unless he does take himself seriously. 
The display and retail magazines, all of them, 
should be carefully and regularly read. The few 
hours each month necessary to digest these publi- 
cations should be laid aside as a primary duty. 
Good books that will prove exceedingly helpful to 
the displayman can be found in any public library. 
It is a mistake for an ambitious man to permit 


himself to get into a rut. 


Possibly his present duties are more or less cir- 
cumscribed. If that is the case, and in these days 
of specialization it is frequently the case, a man 
should make a special effort to keep up with those 
branches with which he does not come in. contact 
as a part of his job, but a full knowledge’ of which 
is so essential in equipping an individual to grasp 
a larger opportunity, which may be offered to him 
tomorrow or three months hence. 

The percentage of real value accruing from busi- 
ness reading will be high or low according to the 
character of the things read and in proportion to 
the thoroughness with which they occupy the men- 
tal mill. 





If you were making a_ busi- 
Success of Display e 


May Depend Upon 
Type of Card Used 


tablish valuable good-will, you would be very care- 
ful to present, through his secretary, a business 
card you felt did full justice to the caliber and 
character of both your concern and yourself. You 
would not for a moment think of representing 
either with a poorly set-up, undignified, non de 


ness call upon a man from 
whom you expected to receive 
.a substantial order or to es- 


script business card. 

And yet many a beautiful window, into which 
hours of thought and effort have been lavished, 
and into which hundreds and sometimes thousands 
of dollars have been invested, have been blemished 
with the final touch in an effort to save a few 
pennies on the card, the show card. 

Th‘s is the spokesman for the display. At all 
hours, day and night, it stands in the midst of your 
handiwork as the store’s representative. The char- 
acter of the card establishes in the mind of the 
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customer the character of the store’s principles. 
Laxity in regard to their appearance suggests 
laxity in service and a cheap, shabby card can de- 
stroy the quality of an otherwise exquisite trim. 


Look to your show cards, the difference be- 
tween the cost of a perfect trim with a neat, well- 
balanced business card (the store’s silent salesman 
and business representative), may be the meager 
sum of twenty-five cents. Your efforts are worth 
too much to he sacrificed on the last two-bits. 





The Second Annual Convention of the 
Window Display Advertising Association will 
be held at Edgewater Beach Hotel, Chicago, 
Ill., October 6, 7 and 8. 


“Breaking Into the Windows” will be the 
keynote of the convention program. The slant 
and angle of the many phases of the industry 
will be discussed by speakers who have directed 
recent successful campaigns. 

Several hundred sales, advertising and dis- 
play executives will be present at this meeting. 
Everyone who is interested in the circulation, 
distribution and installation of displays should 
arrange to attend all sessions. 

It is not ‘necessary that one be a member 
of the association to attend this convention. 
Reservations for hotel accommodations should 
be made at once. 


Come—Bring a Friend With You. 











At no time of the year, perhaps, is 
the value of window display more 
keenly recognized by the merchant 
than around the holiday season. 
There are few dealers who do not make an effort of 


Capitalizing the 
Valuable Display 
Window Space 


some kind to make their windows more attractive, more 
individual and more impressive, so that they will prove 
influential on the passing throng. 


It is really a matter of surprise why this effort to 
capitalize public interest during the holiday season is 
not maintained throughout the year. The dealer who 
profits from an unusual display during the holidays 
should, if he is at all logical, make it a point to arrange 
for window displays throughout the year—displays that 
would be so outstanding and so out of the ordinary 
as to win the notice of the buying public. In this way 
the windows become a profitable investment and an 
important sales medium. 


Too many dealers overlook the value of the window, 
and this is evident from the inadequate way in which 
it is utilzed by a great many dealers. It matters Ittle 
whether the store is located in the poorest section of 
the city, or on a main business artery, the fact remains 
that proportionately the window is just as valuable to 
the little dealer as to the big one—provided he has the 


buticns of a helpful and constructive character. 
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forethought and business acumen to change his win- 
dows regularly and to keep his store clean and attrac- 
tively equipped. 

There is no sound reason why every window, both 
large and small, throughout American cannot be at- 
tractively and effectively decorated. In _ practically 
every city and town expert displaymen may be secured 
on a part time basis for a reasonable fee, national ad- 
vertisers are annually spending thousands and thous- 
ands of dollars for the preparation and distribution of 
display material to stimulate the sale of their products, 
and it only remains for the retail merchant to take 
advantages of these offers to effect a marvelous and 
lasting increase in his business. 





5 One of the constant, unremit- 
Have You Something r : 


To Say That May Be 
Helpful to Another? : 


ting and insistent problems of 
an editor of a magazine like 
The DISPLAY WORLD is 
to persuade the other fellow to believe that he has some- 
thing to say and knows how to say it. In the way of 
general and promiscuous writing the editor’s task is 
usually much easier ; he doesn’t have to do any persuad- 
ing. Every person who has been bitten by the literary 
bug knows he or she has something to say and can say 
it with compelling words. 


Popular magazines are deluged with manuscripts 
of all kinds—everybody under the sun wants to say 
something. But display and advertising executives are 
too busy or too modest to go rushing into print without 
persuasion, and apparently, as a class, like to mind their 
own business. We are fairly good persuaders, but we 
cannot always get at or have the proper talk with the 
persuadee. We sometimes wonder why it is that some 
of the readers of The DISPLAY WORLD who sug- 
gest interesting articles don’t sit down and beat out their 
thoughts on ‘a responsive typewriter or dictate their 
“stuff” to the young lady secretary, who would just 
love to write an article. 


We have had a lot of good suggestions regarding 
ways of making The DISPLAY WORLD better, and 
many of them have been adopted or contemplated. Its 
pages are hospitably inclined toward your special expe- 
riences, and there are many of our readers who have 
things to say worth saying. Practical articles appeal ‘o 
us, but when we say practical we don’t necessarily mean 
how to make a perfect drape or a set piece give the right 
impression. As a matter of record, some of the best 
practical articles ever published have been some that 
were filled with facts plus a personal note-—born of ex- 
perience—on the right use of facts. It’s the old human 
equation that touches up even the dullest job with a bit’ 
of inspiration. 


We are always in a receptive mood toward contri- 
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Display Is Basic Form of Advertising 


Manufacturer's material should not only attract attention but should 
create sufficient desire for possession to stimulate buying 


By Louis H. Frohman 
President, Louis H. Frohman Advertising Agency, New York City 


INDOW display as a fine art and a 
science today is but the modern devel- 
opment of the oldest form of advertis- 
ing. Thousands of years ago in the 
colorful bazaars of the Orient, or in the traveling 
caravans of roaming merchants, the fundamentals 
of merchandising were unconsciously developed. 

The primitive merchant discovered that by hold- 
ing up his wares to the view of the passersby he 
could attract their attention. But soon he also 
learned that he had to flaunt his goods in such 
manner as to pique the curious and to arouse their 
covetousness that they would part with some other 
possession to gain the article displayed. 

Through all the transitions of trade from primi- 
tive barter to modern commerce, those principles 
of display have remained unchanged, because 
human nature is basically unchanged. 

It is not ‘enough that the passerby should stop 
to look at your window display. You must defi- 
nitely plan to profit by his or her attention when 
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once gained. And the merchant can only profit if 
the window says clearly to the prospect, “These 
are the articles you should possess, and this is the 
most advantageous place to buy them.” 

Now, what are the reasons of desire for pos- 
session? 

Here are the basic ones—and the merchant will 
do well to decide which motive to appeal to in 
any given display and to plan his windows 
cordingly. The goods or display material must 
to the prospect: 

“These goods will fill a need of which I am 
reminding you.” 

“This article will help you to do your work in 
a better, easier way.” 

“This will make you more attractive in the eyes 
of others.” , 

“Here is an article within your means that will 
make you appear more important or more prosperous. 

“As a gift to someone, this is your means of 
giving pleasure.” 
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First Prize Winning Display in Agfa Products, Inc., Contest by The Industrial Studio, Sterling, Ill. 
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Prize Winning Displays in Agfa Products, Inc. Contest: Upper Left by Jos. Fischl, New York City, Second Prize ; 


Upper Right by Pinkham & Smith, Boston, Mass., Third Prize ; Lower Left by Multnomah Photo Supply Co., Port- 
land, Oregon, Fourth Prize; Beil Photo House, Clinton, lowa, Fifth Prize. 


“These articles of known quality are cheaper 
here than elsewhere.” 

To get results a window must compel attention 
optically and then tell some news to arouse interest. 

Now, news may be.of many kinds; it can con- 
cern either your goods, their use or their price, or 
a familiar need can be brought to mind and your 
goods shown as a new or especially desirable way 
of filling it. 

The large department stores have elaborate 
means of obtaining striking effects and highly 
skilled specialists as window dressers. Stores of 
smaller size and in other lines can not afford such 
facilities. It is with a realization of these handi- 
caps that manufacturers are spending large sums 
to supply their dealers with material which can be 
easily arranged to make effective window displays. 

The recent prize contest for window displays 
conducted by the Agfa Products, Inc., among its 
photographic dealers, shows very plainly the un- 
limited variety of window arrangements that re- 
sourceful dealers can devise, using the manufac- 
turer’s display material in conjunction with the 
goods themselves and such simple additional 
means as any store can have at hand. 

The prize-winning windows illustrated elsewhere 


in this issue, and the many other photographs of 
windows submitted to the judges, illustrated some 
important points about window dressing that all 
merchants can profitably study and put ‘into practice. 

The tendency was for the dealer to crowd too 
much into his window—trying to use every piece 
of the generous assortment of material furnished 
by the Agfa Products, Inc. .It was much like the 
young artist who buys every shade of color and 
uses a little of each in his first painting. With 
experience he will reduce the number of colors on 
his palette, as he learns that it is the proper blend- 
ing of a few elements that gives the best effect. 

To use a photographic term, the window dresser 
should choose a “focal point” in his display, and 
make every othér element lead up to it. This 
focal point may be obtained by the size or color 
of the central object, by the perspective of other 
parts of the display leading up to this object, by 
movement, as in a mechanical display, or by special 
lighting. 

If window display space is limited, and a num- 
ber of unrelated articles must be shown, these can 
be separately grouped, each with its own “focal 
point” provided there is sufficient space between 
groups so that the eye will not be diverted to an- 
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Windows Enriched With 


Plushes and Velours in Exquisite 
Shades and Tones Attract Atten- 
tion and Create New Business. 


We specialize on your needs. 


as Let us quote, or order an initial 
She Napcokooms supply. 


| 
Samples and Prices Supplied on Request 


National Plush Company 


7 West 3rd Street New York City 


“A National Institution Known for Service” 

















THIS OUTFIT 


Contains every- 
thing that is es- 
sential for the 
making of all 
kinds of card 
signs for use on 
the counter, in 
the window, etc. 
Every article is of 
the best manufac- 
ture and is war- 
ranted. The out- 
Ps fit consists of the 
een ree following articles: 

Shows only part of outfit. No. 3 shading pen, 

No. 3 marking pen, two dozen round writing pens (va- 
rious sizes), ink reservoir, book of instructions, four 
camel hair brushes, bottle Letterine black ink, bottle 
Letterine red ink, bottle gold sizing, package gold 
bronze, sample sign, 5 dozen prepared bristol board. 


ENTIRE OUTFIT IN NEAT WOODEN BOX, 
EXPRESS PREPAID, C. O. D., $3.50 


SPATULA PUBLISHING COMPANY 
3 Sudbury Building Boston, 14, Mass. 


The SPATULA SIGN 


5 0D0Z.PREPARED 
SHOW CARDS 
BOOK OF INSTRUCTIONS’ 

















Designers and 
manufacturers 
of valances— 
draperies of 
the better kind. 
Samples __ sent 
on request. 


Cleveland Decorative Works, Inc. 
1260 W. 9TH ST. ‘ CLEVELAND, O. 


FAMOUS MASTER STROKE BRUSHES WRITE 
FOR 
FOR CARD WRITERS @ AND SIGN PAINTERS COPY OF 
G 
Our New Free Bulletin 


DICK BLICK CO. 
BOX 437-D GALESBURG, ILL. 














J.D. WILLIAMS DISPLAY SERVICE 


Brooks Building, Jackson and Franklin | 
CHICAGO | 
| 


| Advisor in National Campaigns—Local Display Service 
| Complete Service for National Advertiser 
Manager, J. D. Williams 
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other before the first group has “registered.” 

There is much value to dealers, beyond the 
prizes themselves, in a contest such as that of 
Agfa, because it centers the attention of all dealers 
on problems that are important to their own 
It also. shows the manufacturer which of 
his material has been most useful in actual .prac- 
tice, and helps him to improve it, to mutual ad- 
By studying photographs of the prize- 
winning displays there is an interchange of ideas 
among dealers that will supply a fund of sugges- 
tions for future windows. 

The splendid response to the first Agfa contest 
proves that dealers already have a keen interest in 
displays. Additional contests are planned by this 
manufacturer, and this is sure to keep stimulating 
the dealer movement toward better and more profit- 


profits. 


vantage. 


able window displays. 

It is helpful to ever bear in mind that effective 
display is tremendously important as the last link 
between all other forms of advertising and the ac- 
tual clink of the prospect’s money in the cash 
drawer. 





WINNERS IN AGFA DISPLAY CONTEST ANNOUNCED 


Unusual interest was recently shown in the national 
display contest conducted by the Agfa Products, Inc., of 
New York City, sole American agents for Agfa photographic 
products. More than a thousand displays were installed 
and a representative number were entered in the contest 
for the cash prizes. 

Winners were announced by the judges as follows: 
First prize, $100, The Industrial Studio, Sterling, IIl.; sec- 
ond prize, $50, Joseph Fischl, New York City; third prize, 
$25, Pinkham & Smith, Boston, Mass.; fourth prize, $15, 
Multonomah Photo Supply Company, Portland, Ore.; fifth 
prize, $10, Beil Photo Company, Clinton, Iowa. 

Honorable mention was given the entries by Balbridge 
Studio, Cedar Rapids, Iowa; Beckquist’s Photo Supply 
House, Muskegon, Mich.; Toledo Camera Shop, Toledo, 
Ohio: Skerpan Studio, Ansonia, Conn.; Star Studio, 
Bloomington, Ill.; Camera Shop, Cedar Rapids, Iowa; The 
Picture Shop, Spokane, Wash.; Photo Studio, Franklin, 
La.; United Photo Shop, Bloomington, IIl.; W. J. Montag, 
Seaside, Ore.; Zepp Photo Supply Company, Baltimore, 
Md.; Utah Photo Materials Company, Salt Lake City, 
Utah; Rembrandt Studio, West New York, N. J.; George 
Bruns, New York City; L. Hi Corbitt, Bridgeport, Conn.; 
Reid’s Studio, North Little Rock, Ark.; Dalen’s Pharmacy, 
Chicago, Ill.; Max Shane, Jacksonville, Fla.; Godchaux Art & 
Gift Shop, Minneapolis, Minn.; Detroit Camera Shop, De- 
troit, Mich.; Yorkville Photo Service, New York City; The 
Print Shop, New Bedford, Mass.; Sanders Photo Studio, 
Doylestown, Pa., and Marshall Candy Shop, Chicago, IIl. 

Photographs of the prize winners are shown on pages 
54 and 55 of this issue of The DISPLAY WORLD. 





LORD & TAYLOR OPENS NEW ANTIQUE SECTION 


A formal opening of the new antique department of 
Lord & Taylor, New York City, will be held the latter part 
of September. The section formerly devoted to this mer- 
chandise handled only American pieces. It will continue 
but the new department will contain only European an- 
tiques. 
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Artistic Display Ideas Created 


Perfumery manufacturer distributes special displays 

executed by expert displayman to dealers 
ICHARD HUDNUT, manufacturer of per- 
fumesand other toilet articles, are continually 
illustrating their progressiveness and business 
leadership, not only by large advertising campaigns and 
a large staff of expert salesmen, but through window 
displays. This firm spends hundreds of thousands of 
dollars every year in preparing and sending out 
free of charge special displays to the thousands 

of agents who handle their products. 

In connection with this branch of their activities, 





Effective Display by Mr. Brodeur for Richard Hudnut 
Company, New York City. 

they have secured the services of Jules Brodeur, 
formerly with R. H. Macy & Company, Inc., New 
York, and Marshall Field & Company, Chicago, and 
considered one of the most talented and artistic 
displaymen in the field. Mr. Brodeur is particularly 
noted for his perfect blending of colors and his abil- 
ity to construct backgrounds and decorative matter 
that is not only artistic but unique. 

So as to make their window display dealer aids 
as valuable as possible, and to get out of them that 
which they endeavor to get, only high-class deco- 
rative matter is shipped to their dealers. They 
feel that if they are going to do any work along 
the above:lines at all they should do it in the best 
possible manner. By supplying the dealers with 
real decorative window aids they will more than 
offset the extra cost by the results obtained through 
the settings. 

In constructing and designing his materials Mr. 
3rodeur always bears in mind the matter of 
economy and endeavors wherever possible to pro- 
duce things that can be easily reconstructed and 
used for other purposes. He recently introduced 
a display in their Fifth Avenue store window based 
on the firm’s Madame DuBarry bath powder. This 
window drew crowds for days and was a beautiful 
piece of art. 
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Here It Is! 


Daylight right on your counter; 
no need to walk to the doorway. 


Sun-Ray Daylight Lamp 
For Color-Matching 


Eliminate errors as 
to color or fabric. 


Inspires confidence in your goods 
and reduces returns, which 
are costly. 





Write Dept. W for Facts 
SUN-RAY LIGHTING 


PRODUCTS, Inc. 


119 Lafayette St., 
New York, N. Y. 




















es = 


The Improved 


Timberlake Refleétor Screen 


FOR ATTRACTIVE COLORED LIGHTING 
EFFECTS *IN DISPLAY WINDOWS 


This new improved light reflector screen is made in two 
sections (see illustration), which is a decided advantage over 
the old type screen. The colored Gelatine is quickly inserted 
between the two screens, which, when closed, hold the Gelatine 
firmly in place. 

The Timberlake improved colored light screen is the most 
efficient and lowest priced device of this kind on the market. 
It is instantly adjustable to any glass or metal reflector not 
over ten inches in diameter. Furnished either with or without 
the colored Gelatine sheets. Proper lighting is the making of 
attractive window displays. 


Write today for Circular No. 3—you will find it valuable. 


Salesmen make good money selling Timberlake Wire Display 
Fixtures. Write for territory. 


J. B. TIMBERLAKE & SONS 


JACKSON, MICHIGAN 
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Artistic 
Christmas 


Placque 


Hand painted on cela- 
tex, in brilliant colors. 
Finished with silk cord 
and tassels. 


Sizes 36” diameter $ 7.00 each 
Sizes 40” diameter 8.50 each 


Sizes 48” diameter 10.00 each 


SPOW-ART DISPLAY SERVICE 


422 Lightner Bldg. Detroit, Mich. 




















A COMMERCIAL 
FIXTURE 


Consisting of 15” Mirror 
Lined Shade, Globe, Chain, 
Canopy and Wiring, 
Complete for 


$5.75 


We manufacture reflectors 
for every purpose. Show- 
case and window reflect- 
ors, flood-lighting, picture 
and art gallery lighting. 


Sunlight Reflector 


Co., Inc. 
Establ. 1898. 























Brooklyn, N. Y. 





226-228 Pacific Street, | | 




















36-Inch 


RAY VELOR 


A Semi-Plush, Semi-Velour with a 
Very Glossy Sheen 


A Silk Velour Effect at the Price of Plush. 


Samples Gladly Sent, Together With Name of 
Nearest Distributor. 


WINDOTRIM FABRICS, Inc. 


17 MADISON AVE. 
NEW YORK 





























Our Stop Loe 


Circular of Counter Stands is now being 
mailed to all the department stores in the 
country. Be sure and write for one if we miss 
you. It will enable you to save business now 
getting away. 


We make everything in the window display 
lines and also store fixtures of all kinds. Will 
ve glad to hear from you on anything you need. 


THE GREAT CENTRAL NOVELTY CO. 


232-40 Main Street, Cincinnati, Ohio 
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Ability to Analyze Gets Results 


Success in display advertising is principally a 
matter of using only the essential 


By A. M. WAGNER 
President A. M. Wagner Adv. Service, Minneapolis, Minn. 


OST people can appreciate a good thing, whether 
it be a window display or a joke, but few really 
know what makes a thing good. To tell a joke, 
for instance, appears to be a simple perform- 

ance; yet, in most cases only the narrator can see the 
“point.” I once read a long article by a well-known 
author and humorist on the technique of joke-making. 
Although I have always appreciated a good joke, I had 
never known there was so much to one. 

Now to know what makes a thing good means to 
be able to analyse it. Thus, if you wish to get the good 
results of your competitor, your first step is to analyze his 
methods. Of course, this is not easy to do; if it were, 
more people would be successful or get better results. 

But one thing is certain: There are no “hocus-pocus” 
means of getting good results. There is no magical wand 
to wave, or an Aladdin’s lamp to rub, unless that “lamp” 
be the brain itself. We often hear the word “lucky” used 
as descriptive of a man’s success. That, however, is a 
subtle way of confessing one’s ignorance of cause. 

From what I have said, it will be inferred that success 
in window display means ability to analyze—the knack of 
separating the grain from the chaff. It is a process of 
selection. You dispense with the irrelevant and use only 
the essential. You might jam a window with display ma- 
terial, but will you call it a window display? 

Dignity and simplicity is easy on the eye. Do not 
dazzle the onlooker; appeal to him. Cultivate his taste 
for your merchandise. To do this requires knowledge, 
thought and experience. 

For twenty years we have been installing window dis- 
plays for many of the most progressive manufacturers 
and never yet have we considered any display as a “soft 
job.’ While we adhere to certain fundamental principles 
of window display, yet hardly ever do we trim two win- 
dows exactly alike. Each window must have the proper 
distinction of its own. 

The versatility of the display depends upon the location 
of the window, size, fixtures, natural and artificial light- 
ing effects, surrounding windows, accessories, season, occa- 
sion, nature of the article to be displayed, whether drugs, 
toilet articles, cigars, apparel, hardware, food products, etc. 

Versatility, however, is pretty well tied up with indi- 
viduality, and individuality is the sum total of the display- 
man’s ability plus the display material. Always keep away 
from the commonplace and the “copy-cats.” Build your 
reputation on distinction. 

But many merchants, salesmen, and even displaymen 
have a “display complex.” Many of them are ludicrously 
whimsical. They seem to have no sense of congruity and 
proportion in window display. And yet some manufac- 
turers will send their high-priced display material to prac- 
tically any merchant who happens to be using the former’s 
goods expecting the merchant to install the display him- 
self; or, perhaps, the manufacturer’s salesman is to install 
the display. But we know from our own observation— 
for we install about fifty window displays each day—that 
most merchants who receive such material either use it 
poorly or simply “won’t be bothered.” There are display 
services who will gladly install first-class displays for the 
merchant gratuitously. Thus the merchant is relieved of 
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any work whatever, and the manufacturer listed with such 
a service gets his merchandise displayed. 

The manufacturer’s salesman, on the other hand, is 
either a salesman or a displayman. The two are not iden- 
tical. In this day of specialization, a man is fortunate if 
he can do one thing well. A salesman’s display is often 
inadequate or faulty. We, ouselves, having a manufac- 
turer’s stock displays on hand, frequently have to make 
special backgrounds and signs that will blend in with the 
stock displays, to fit a particular window, size, etc. The 
road salesman has not the facilities to do this. He might 
have it done, but it is costly to have a salesman spend his 
time in this manner when the display can be efficiently 
attended to at a less expense by a display service. 

It is, indeed, economical in the long run for the manu- 
facturer of drugs, food products, cigars, etc., to have his 
window displays installed by experienced hands. We use 
display material of the manufacturer several times. There 
is no loss of anything beyond what is incident ‘to mere 
use. We store the displays when not in use, and repair 
them when necessary. Everything is checked; nothing is 
lost. We are familiar with the Twin Cities and the sur- 
rounding northwest territory. Our special field man, who 
comes into personal contact with the merchant, supervises 
the work of the displaymen. 

In short, we try to know what's what at all times. 
While it might be commendable to make the best of what 
you have, it is much better to get that which makes for 
the best. Let nothing but the best be satisfactory. 





SILVESTRI ISSUES NEW CATALOG 
The Silvestri Art Mfg. Company, 1035 Orleans Street, 
Chicago, Ill, has just issued a very interesting catalog 
showing the complete line of Bakard Compo Products. 
The various numbers indicate rare taste and expert model- 


ing, for which Bakard ornamental casts are so well known. 





FIXTURE FIRM MAKES ALTERATIONS 
Extensive alterations being made at the Bert A. Landers, 
Inc., Los Angeles, Cal., manufacturers of display fixtures, 
will be completed during the next few weeks and the con- 
cern will then be housed under one roof. 
Two new floors, a new display room and the installation 
of new equipment is a part of the work being done. 





DISPLAY TEST CAMPAIGN RECENTLY MADE 

Test campaigns on window displays of Kleenex, a new 
product manufactured by the Cellucotton Products Com- 
pany, of Chicago, and Neenah, Wis., were recently made 
through the Window Display Installation Bureau in Cin- 
cinnati and St. Louis. Both campaigns were very suc- 
cessful. A. J. Thornhill, of the Thornhill Display Service, 
associate of the bureau in St. Louis, and W. G. Vosler and 
Charles Frey, of the Window Display Service of Southern 
Ohio, directed the campaigns, in which nearly one thou- 
sand window displays were installed. The company con- 
templates further activity in the field of window display 
advertising next year., 





FIRE DESTROYS DISPLAY SERVICE PLANT 

Fred Van der Vries, who conducts a very active window 
display service at 129 Ottawa Avenue, Grand Rapids, Mich., 
suffered a fire recently which nearly wiped out his estab- 
lishment. In addition to destroying considerable stock and 
fixtures, the blaze ate up a number of Nature’s Remedy 
window displays which Mr. Van der Vries was installing 
in Grand Rapids. He managed to save a large quantity of 
Flit dispays, so was able to’ complete his contract on that 
work. 


THE DISPLAY 


WORLD 





Mp0 





2 








a 


PN NN eee 


NN Nee 


bbb Subba Pd 





POV UCC UCC CCC 
Pd 
a i i i ii A 


a te i i dd ey dp i es A 


ITVUCC Cee 
~/ ~/ 


Ob bl 


PLP LP LDL LID LIED PEDDIE ILL PLDI IE IID 


For Paper Craft 


Supreme Quality 
Made in Thirty-three Brilliant 
Shades and Colors 


RIN KLE 
REPE 


IS MADE ESPECIALLY FOR 
DECORATIVE PURPOSES 


A Sample Fold Sent Upon Request 


Manufactured by 


The Tuttle Press Co. 
APPLETON, WISCONSIN 
1899 — 1925 
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Do NOT buy wax figures or 
forms without having seen 
MY samples. 


Artistic Products Recently Brought Over 
from Vienna (Austria) 


Attractive novelties such as busts, dolls, 
etc., etc. 


As fine as ] 
BUT MUCH any others! 
CHEAPER than J | 


Special Display Novelties for 


men’s hat stores, 
millinery shops 
and hairdressers. 


JOSEPH M. GRAF 


39 West 35th St. (2nd Floor), New York City 
Telephone Wisconsin 3694 


Western correspondence invited, as | am planning a trip to 
Chicago soon. 
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Harry W. Hoile, display manager of Rorabaugh-Brown 
Dry Gocds Company, Oklahoma City, and treasurer of the 
International Association of Display Men, was recently de- 
clared winner of the second grand prize in the Pyralin Add- 
a-Piece window display contest. The prize winning photo- 
graph is reproduced in the monthly pictorial review section 


of this issue. 


George E. Jones, first assistant display manager of C. 
W. Klemm, Inc., Bloomington, Ill, has been appointed dis- 
play manager for A. Polsky Company, Akron, Ohio. 


~ 


Gilbert Larson, formerly with Walter E. Zemitzsch 
Company, St. Louis, has been appointed salesman in the 
southern territory for The Adler-Jones Company, of Chi- 
cago, Illinois. 


W. Guy Warner, formerly display manager for Friedberg 
Jewelry Store, Detroit Mich., has been appointed first as- 
sistant at The Fair Store, Chicago, IIl. 


Bert Cultus, display maager for Rhodes Bros., Tacoma, 
Wash., for a number of years and a leading spirit in the 
Pacific Coast Association of Display Men, has resigned to 
accept the direction of the display department for The 
Bedell Company’s new store at Portland, Ore. 


Ralph Mason, display manager for Heyward Dry Goods 
Company, Salina, Kansas, has resigned to accept a similar 
position with Bright Brothers Company, Decatur, IIl., who 


are moving into a new store with modern front and 
equipment. 


T. Guy Duey has been appointed assistant to Charles 
F. Wendle, display director for J. L. Hudson Company, and 
will have charge of the department of interior decoration. 


Ralph G. Hamer, display manager of Desmond’s, Los 
Angeles, Cal., and president of the Los Angeles Display 
Men’s Club, has just returned home after an extended tour 
of the eastern cities in the interest of the firm. He repre- 
sented the Desmond Company at ‘the convention of the 
National Retail Dealers’ Association, which was recently 
held in Chicago, and was one of the principal speakers at 
a session of the window display departmental. ° 

A. Parke, for several years manager of the display de- 
partment of Lowenstein’s, Memphis, Tenn., is now con- 
nected with the Charles A. Stevens and Venetian office 
buildings handling the display windows for ground floor 
tenants. He will take up an art course at the Art Institute. 


The slogan, “Fifty Strong Before 1926,” has been adopted 
by the Tidewater Association of Display Men, recently or- 
ganized by displaymen of Norfolk, Portsmouth and Newport 
News, Va., with headquarters at Norfolk. Six new mem- 
bers have already been added: since the first meeting and 
several applications are awaiting final action by the club. 

A United Fall Opening will be held Monday, Septem- 
ber 2lst under the auspices of this association, and, judg- 
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Photograph of Inaugural Meeting of Tidewater Association of Display Men, Norfolk, Va 
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ing’ by early announcements made by chairmen of the 
variots’ committees, an outstanding event, will be held. 
Practically every merchant is co-operating with the display- 
ien. The unveiling of the windows will take place at 
7:30 p.m. 

Members shown in the photograph on the opposite page 
ore: Left to right, seated: Louis Klein, The Hub Store; 
‘Vv. Z. Coy, Miller, Rhoads & Swartz (president) ; William 
Gross, L. Snyder’s; Arnold G. Klein, The Quality Shop, 
Portsmouth; F. C. Shields, Eaton & Shields, Inc.; C. R. 
Hawley, Franklin’s; Louis Egense, Franklin’s; Louis Dieb- 
ner, Diebner’s Window Display Service, and Charles R. 
Howren, Miller, Rhoads & Swartz. 

Those shown in the back row are: L. H. Barkas, The 
Shulman Company; C. L. Hudgins, Jr., Rountree & Bro.; 
\V. R. Bevan, Smith & Welton; W. T. Smith, Hoffheimer 
Bros.; O. M. Stueven, Burk’ & Company; D. Ei Hopkins, 
Wm. J. Newton Company; W. C. Myers, Miller, Rhoads 
& Swartz; E. W. White, Miller, Rhoads & Swartz; Leo 
L. Holloman, Carr, Mears & Dawson, and Hunter M. 
White, Altschul’s Those who are not shown in the photo- 
graph are: C. E. Duke, Ames-Brownley, Inc.; J. H. Kelly, 
Meeks-Collins Electric Company; B. D. Thornton, Levy- 
Page Company, and Paul Brown, Watts Department Store. 





What Is Wrong With the Material 


(Continued from page 24) 


windows would be a tremendous help. The salesman 
could check the size which, in his judgment, would best 
fit the dealer’s requirements. 

So much for the producton and distribution prob- 
lem. Now let us consider the dealer attitude. 


We can hardly criticise the handling of display ma- 
terial at its ultimate destination if the merchant is bom- 
barded with cut-outs, flasher signs, shadow boxes and 
lithographed matter that he cannot use. That makes 
the good suffer with the bad. On the other hand, the 
dealer who does not yet realize that display matter sys- 
tematically filed away and ready for use when needed 
is missing the best means of turning his merchandise. 

Display matter should have its proper place’in the 
store, just like merchandise. Without merchandise we 
need no display matter, and without display matter mer- 
chandise moves rather slowly. We have all found that 
one is essential to the other. 

With all the work that is being done and all the 
inoney that is being spent on nationalizing a commodity 
ii behooves each and every individual, from producer 
to dealer, to co-operate for a greater benefit for all. 

There is no one who can help more on both ends of 
this trouble than the displayman. He can give valuable 
vid and assistance all along the line, and he can, or 
should be able to, suggest many valuable ideas. He is 
the national advertiser’s one best bet, and if his advice 
is heeded the display material will cease to be just some 
ore displays and will become real merchandising 
assets. 

To make displays pay, consult a good dislayman first, 
iot last. 
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Do Your 
Show Cards 
Sell Your 
Merchandise? 


Read SIGNS OF THE TIMES every month 
for latest ideas and inspiration on show card 
advertising. 

The September ‘issue carries among others the 
following exclusive features: 

Love for the Work Necessary to Become a Full- 
Fledged Card Writer. By H. C. Martin. 


Processed Cards Tell Story of Fall in Color. By 
N. J. Byrne. 


Screen Process Problems Answered. By Bert Zahn. 


Novel Illwminated Posters Created in New York. 
By John Vassos. 


No Need to Confine Lettering to Straight Up and 
Down Strokes. By Louwis F. Bense. 


Beginner’s Lesson in Show Card Writing Designed 
for Ball Point Pen. By E. Thos. Kelley. 


And I Didn’t Get a Bad Break At All, Geo. By 
H. F. Voorhees. 





THE BEST BOOK ON SHOW CARDS 


This Gordon 
Book on Show 
Card Writing 
($3.50) a copy, 
and a_ year’s 
subscription to 
SIGNS OF 
THE TIMES 
($3.00), both 
for $5.50. 





September, 1925. 
SIGNS OF THE TIMES, 
Cincinnati, Ohio. 
C) Enclosed find $3.00, for which send me SIGNS OF 
j THE TIMES for one year. ($3.50 in Canada.) 
C] Enclosed find $3.50, for which send me, postpaid, 
a copy of the Gordon Book. 
C Enclosed find $5.50. Send me a copy of Gordon’s 
Book and a full year’s subscription to SIGNS 
OF THE TIMES. 
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Chicago Monthly Display Review 


Feminine shoppers showing interest in new styles now displayed 
in State Street windows in spite of unseasonable weather 


By J. DUNCAN WILLIAMS 
Special Correspondent, The Display World 


HE first few days of September have been 
among the warmest and perhaps the most 
uncomfortable of the entire summer. In 
spite of this, the store windows along State 

Street are featuring new styles in apparel for autumn 
and winter wear. While buying is not so brisk as it 
was a year ago at this time, nevertheless there is con- 
siderable interest shown by feminine shoppers in the 


new styles displayed with characteristic indifference to 


the weather conditions, for their seasons go by the 
calendar and not the weather. 

Fall openings have not yet taken place, and perhaps 
will not for several days. Some of the windows, how- 
ever, have their fall decorations in, while others are 
merely featuring certain advance styles in the windows, 
without any other seasonal emphasis except, perhaps, 
the window cards. 

The Fair, during the last week in August, devoted 
the entire State Street frontage to displays of children’s 
apparel and school suggestions. Boys’ and girls’ cloth- 
ing, hats, shoes, etc., were featured in well-arranged 
displays, where various related items were displayed in 
unit formation. One display in particular, which was 




















devoted to all sorts of school supplies, and which had a 
very realistic pair of wax figures representing Charlie 
Chaplin and Jackie Coogan posed in the center of the 
window, attracted considerable attention all of the time 
it was in. In the center of the background a blackboard 
panel bore these words: “The kid goes to school.” The 
figures were well posed in characteristic attitudes, and, 
quite naturally, this window was the center of attraction 
all week. 

The corner window at this store has a new back- 
ground treatment, which very likely will be used in the 
several State Street windows during the fall and winter 
season, perhaps longer. It is a combination of French 
gray plaster and darker gray velour panels relieved with 
dark gray ornamental grill work and imitation dark 
green onyx marble wainscoting. The marble effect is 
also carried out in the border for the floor, being about 
one foot wide and running all around the window. A 
gray carpet is used for the floor inside the border, 
There is also a mirror panel in the center of this double 
window, facing the corner. Some well-selected chairs, 
rugs and other appropriate furniture pieces are used 
to assist in the display of merchandise shown, which 




















Elaborate and Effective Display of Furs by J. H. Richter, The Fair Company, Chicago. 








had a 
harlie 
of the 
e time 
board 

The 
, and, 
action 


back- 
in the 
vinter 
rench 
| with 
dark 
ect is 
about 
v. A 
order, 
ouble 
hairs, 
used 
vhich 











September, 1925 


TISPLAY 


WORLD 






















One of a Scrics of Attracyve Fur Displays by J. E. Tannchill, for Carson, Pirie, Scott & Co., Chicago, Ill. 


consists of tan and blue “Frocks in the New Autumn 
Modes for Women and Misses.” Six wax figures are 
used in the display ; they are posed in pairs and relieved 
with two unit groups consisting of a coat, hat, bag, 
gloves, handkerchief and shoes nicely arranged on the 
floor and stands. 

Bedell’s was among the first of the State Street 
stores to put in their fall opening windows, which were 
installed during the last week in August. Mr. Hampton 
has a very rich-looking set of windows, which are quite 
different in background treatment than they have been 
heretofore. The color scheme of the fall decorations 
is principally of purple and lavender, with decorative 
touches of other harmonizing colors used in the various 
detail of designs. 

Large and small floor mats have been made in dif- 
ferent shapes to fit the angles of the various windows, 
and these are of purple with purple and gold fringe. 
The recessed panels in the center of the background 
walls of the real and side windows have been changed 
from the Chinese grill work to a mitered mirror, over 
which an ornamental bronze curtain rod and fittings 
are used to support two wide purple velour drapes at 
each side of the mirror panel. Gold fringe is used on 
the bottom of the velour hangings. On either side of 
this, in the adjoining background panels large decorative 
panels, with two or three birds of brilliant plumage 
in oil over lavender-colored satin silk are strikingly 
eifective. The decorative panels are enhanced in effect 
by grape foliage appliqued on parts of the painted de- 





sign and extending on beyond the panel itself. The 
colors of the grape foliage used in connection with the 
panels alternates between blue and silver and red and 
gold, the grapes being in blue and red respectively. 

Unit displays, separated by more space between than 
usually noted in mid-season, show trims of winter coats 
with fur trim, purple dresses with purple coat, fall hats, 
lingerie special, hosiery special, shoe display, and so on. 
Each unit being arranged so that the character of items 
shown complements or contrasts nicely with the next 
trim to it. 

One of the long windows on State Street shows 
eight wax figures and four forms without heads posed 
in various unit groups, featuring different unit combi- 
nations of evening dresses and wraps, the wraps with 
fur trim. The purple mats are used in this window at 
intervals, with a group shown on the mat, and perhaps 
a smaller unit in between, but plenty of space for good 
effect and very neat afrangement throughout. In this 
and other front windows, which are open to view from 
four sides, the upper decorations consist of an orna- 
mental carved bracket which fastens to the corners of 
the large posts inside the windows, from which is sus- 
pended a hanging basket (gold wicker) filled with vari- 
colored autumn flowers and foliage. The general effect 
of the windows is one of warmth and richness, which 
is the objective for autumn and winter displays of 
women’s wearing apparel. 

Mr. Hampton, the display manager, not only looks 
after the windows of the Chicago store, but is general 
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“JUST THE BEST” 


Papier Mache 











707-A 
4 feet high 


At your service for 
the holidays 








Art Fontaine 
Exposition Company 


10714 N. Main Street 
Los Angeles, Calif. 
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display manager of all of the Bedell’s stores. He fre- 
quently trims all of the nine stores comprising the cen- 
tral and eastern territory. He deserves great credit for 
the character and amount of work he does. 


At Carson, Pirie, Scott & Co. the five large windows 
usually accorded to the display of men’s wear are fea- 
turing advance styles in men’s clothing, hats, shoes, 
shirts and neckwear, each of the windows being divided 
into three distinct units, each unit showing distinctively 
a single set of shrts, neckwear or hats, as the case may 
be. Exceptons to this are noted in the window devoted 
to clothing and the one devoted to golf apparel, each 
of which is trimmed in the “general trim” style. 

The six windows devoted to women’s apparel 
are showing some rather distinctive styles of autumn 


* suits, coats and frocks for misses and women, with one 


window showing a complete display of purses, bags 
and vanities of all kinds and another devoted to milli- 
nery. The latter being a rather distinctive trim in 
which “Phantom Red” velvet hats in small shapes and 
very little trimming. Two brilliant red silk scarfs were 
used in the display, one of which was draped over the 
top of a hexagon table and the other from the seat of a 
needle point tapestry covered chair down to the floor. 


At Marshall Field & Co.’s the corner window at 
State and Washington Streets retains the same back- 
ground and grape foliage as described in the August 
issue of The DISPLAY WORLD, and which was used 
in connection with the “Fur Style Display.” A dull 
rose silk rug has been placed on the floor and five wax 
figures are attractively posed wearing new silk dresses 
in solid shades with trimmings as follows: Gray with 
gray fur and self color braid; dull tan with brown fur 
and gold lace; jade with old gold lace; bright blue with 
gray fur border and silver lace; orchid with gray fur 
border and gold lace. Hats and shoes are shown as 
essentials of the costume. 


The twin window to the one just described, which 
is at Randolph and State, is perhaps a bit more attrac- 
tive with a similar display of autumn ensemble suits in 
solid shades of silk velvet and harmonizing or contrast- 
ing trimming of fur. Five figures are likewise used for 
this display, with hats and shoes selected with discrimi- 
nating care. The combined effect of the five figures, 
so well posed, may be drawn from the following general 
description of the costumes worn: Deep red velvet with 
gray fur border on skirt and coat, fur collar, bold em- 
broidery above fur on coat, hat of purple and red vel- 
vet ; black pan velvet suit with black fox fur border, 
collar and cuffs, silver lace above border on coat and 
the same above fur cuffs, black hat of the same material 
with a silver ornament; bright red silk velvet suit wit! 
solid color skirt, coat of gold design over red with double 
border of gray fur, collar of same fur, wine color velvet 
hat; pansy pan velvet suit with skirt of purple under 
gold, purple oat with gray fur border and cuffs. pansy 
and lavender hat; solid black pan with white fox collar 
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and white satin lined, black hat of same material as suit. 
le fre- A remarkably interesting and beautiful display with lots 
1e cen- of admirers. 
dit for Other windows along State Street were showing 

interesting units of new costumes for women, misses 
indow's and children, as well as the customary number of dis- 
re fea- plays devoted to fashionable dress goods material. 
shoes, Three windows just south of the State Street center en- 
livided trance displayed some very beautiful materials from 
ctively the silk department. The first of these was composed of 
“ae three drapes of novelty dress silks with alternating 
evoted stripes two inches wide of pan velvet on silk voile. 
|, each Gray silk voile was used as the ground, with “copper,” 

“blue” and “gold velvet” stripes comprising the colors 
pparel used in the three different pieces draped. 
utumn The next window was of similar materials combined 
Bane with the exception that the patterns were in floral de- 
_ bags signs of infinite detail and iridescent colorings ap- 
milli- pliqued on the silk voile. The third window, also of 
a: in three drapes, consisted of wide gold lace borders draped 
25 and over jade green silks at each end and gold lace over 
aere black silk in betwen. Ornaments used in this trim con- 
ee the sisted of a green and blue silk velvet rose attached to 
Raof a one of the drapes and a bow-knot of two shades of 
floor. green ribbon on another. 
a at At Chas. A, Stevens’ the large island window is at- 


ict. rating lots of attention from the flappers, young and 
ugust old, with a particularly smart looking display of dresses 
ined in the new shades of red. Several styles are shown in 
+ dull flat crepes and other new silk materials. Some beauti- 

ful fur coats of dark shades are shown in connection 





sol with the bright-hued dresses, being draped over stands 
aiiat, down to and on the floor. The rear windows are ar- 
~— ranged about as usual, with new things displayed in the 
ids small unit spaces. 
y fur In the men’s wear stores along State Street, The 
a on Hub and Maurice L. Rothschild’s are the two outstand- 
ing ones, which are of particular interest to displaymen. 
Both at this time present interesting displays of autumn 
which apparel and accessories properly enhanced by appropri- 
_ ate seasonal decoratives. 
= The decorative treatment used at Maurice L. Roths- 
“ed child’s consists of oak leaf sprays and branches in green 
d for ind red tones. Some of the sprays have bunches of 
ag acorns, while others, consisting only of the leaves in 
_ vreen with metallic red edges and tips, lend a particu- 
ae larly warm tone to the displays of autumn apparel. 
— Suits in single and double breasted styles showing the 
Eesm- popular English fashion trend toward short coats and 
eee noderately wide bottom trousers comprise the inajor 
peer. portion of the window display space. 
ai Of course, other items of seasonable furnishings 
oon are used generously in connection with the displays of 
eth lothing. Hats come in for a strong display, as they 
mle ire shown in nearly every suit trim and some small 
pret inits on the hanging shelves over the regular trims in 
il he lower part of the window. In addition to this, the 





(Continued on page 78) 
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Window Display 
ACCESSORIES 








of Every Description 
Everything for the DISPLAYMEN 








| Artificial Flowers Glass Shelves Spot Lights 
| Artificial Fruit Glass Heel Rests Strip Lights 
Baskets Grass Mats Stix-Wel Glue 
Background Papers Metalline Draping Tinsel Flitter 
Borders Cloth Thumb Tacks 
Bilt-Wel Board Pedestals Valances 
-Birch Bark Strips Papier Mache Velours 
Card Holders, Novelties Velour Papers \ 
Chenille Roping Price Tickets Vines | 
Color Attachments Plushes Wood Carvings | 
| Flood Lights Reflectors Wood & Metal | 
| Foot Lights Revolving Tables Fixtures 
| Gelatine Scenic Paintings Wrought Iron Stands | 
Glass Stands Show Cards 


Sample Books Mailed Upon Request of 
DISPLAY MANAGER 





Doty & Scrimgeour Sales Co., Inc. 


148 Duane Street New York 
Phone: Whitehall 2737—2738 


“Everything for Better Window Displays” 

















What Goes Into the Making of 


KLEE FIXTURES? 


Careful Thought, Best Selection of Lum- 
ber, Workmanship of the Highest Stan- 
dard and a Piano Finish. These Make 


KLEE LINE, The Line 





WRITE FOR CATALOGUE WITH PRICES 
“Let your windows be Klee Fixed.” 


Klee Display Fixture Co., Inc. 


Manufacturers 
172 ATLANTIC AVE., ROCHESTER, N. Y. 
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Notes from the Display Service Field 








The McLeod Window Display Service, of New York 
City is conducting a business on quite different lines than 
the average service company. Mr. McLeod himself has had 
over twenty years’ experience in the display field and is 
well known in New York. He has served as display man- 
ager for Park & Tilford, New York; James McCreery, 
Pittsburgh, and assistant with A. I. Namm & Son, Brook- 
lyn, Gimbel Bros. and O’Neill-Adams, New York City. 

Most of the activities of this company have been di- 
rected toward the designing and installing of displays for 
manufacturers of perfumery, cosmetics and ladies’ wear- 
ing apparel, They do not claim to be the lowest in price, 
but attribute their remarkable success to the quality of 
their artistic displays and the individual thought, care and 
attention devoted to each of their clients. 

While they are confining their installations at the 
present time to the Greater New York territory, they are 
prepared to aid any manufacturer in creating, designing 
and building master window displays, which can be used 
as models for distribution to dealers throughout the country. 

For the small shops they furnish “Macpanel Displays.” 
These are beautiful and original panels constructed of 
felt, silk, satin, velour, velvet, sateen, chiffon, oil cloth, 
canvas or compo board. They are appliqued hand-painted 
and air-brushed—no two alike—and are becoming quite 
popular. They are sold in sets of twelve, so that one can 
be used each' month for a period of a year. 

It can be seen that this is not merely a window trim- 
ming service but an invaluable aid for the store owner in 
a merchandising way. This personal attention and service 
to each individual customer can not help but result in last- 
ing friendships. 


The fourth anniversary of the Lawson Window Display 
Service, of Los Angeles, Cal., was celebrated September 11. 
During this period they have successfully served both 
manufacturer and retailer with a display service of the 
highest type, and their wonderful success is evidenced by 
the number of national advertisers who have used their 
service year after year for the installation of displays in 
the “City of Angels.” 

During the past year they have used a large back- 
ground of solid colors mounting counter and small display 
pieces for manufacturers who have not made up complete 
window displays. These have proven very effective and 
is a unique method of display. Every display contract 
is handled separately and is carefully studied before in- 
stallations are begun. 


Edgar P. -Nelson, of the Nelson Display Service, 153 
Kearny Street, San Francisco, Cal., is conducting window 
display campaigns in San Francisco and the bay cities for 
Zed, a product manufactured by the Zed Corporation, of 
San Francisco, and Nature’s Remedy, the product of the 
Lewis Medicine Company, of St. Louis. Mr. Nelson, in 
addition to conducting the service, is instructor of window 
display advertising in the University of California at Ber- 
keley, Cal. 

The Merchants’ Window Decorating System, Inc., 375 
Marlborough Road, Brooklyn, N. Y., who has conducted a 
display service of the highest standard for the past eight 





years, has added a direct-by-mail department for the bene- 
fit of its clients. Special literature will be mailed se- 
lected lists when dispay campaigns are inaugurated as an 
added herdhandising feature. Attention will be called to 
the displays and to the valhe of the merchandise shown. 

This organization, of which J. C. Waters is president, 
serves more than 150 drug stores in Brooklyn and Long 
Island. 


S. J. Hanick, manager of the window display department 
conducted in conjunction with the Reuben H. Donnelly 
Corporation, of Philadelphia, has started the installation 
of eight hundred exceptionally attractive displays in Phla- 
delphia on Polymol, a new hair dressing manufactured by 
the Cristo Trading Company, of New York. These displays 
are tied up with photographic reproductions of Johnnie 
Walker, moving picture star, using the hair groom. Mr. 
Hanick’s force of displaymen also recently completed a 
campaign on Raz-Mah, the hay fever remedy, Flit and 
Iodent toothpaste. 


H. Lamont Sillcocks has been placed in charge of the 
new window display department establshed by the Halt- 
hall-Sillcocks System at 283 Plane Street, Newark, N. J. 
The new department will feature window display installa- 
tions for national alvertisers and is starting with a cam- 
paign of Ingersoll Dollar Pens, manufactured in Newark. 
The Halthall-Sillcocks System has been conducting general 
advertising campaigns heretofore and only recently decided 
to add window displays. 


L. F. Canavan, of Albany, N. Y., has retired from window 
display installation work and will in the future devote all 
his time to distributing and other outdoor advertising cam- 
paigns. The Albany territory on window display work has 
been taken over by Charles H. ‘Bailey, of Troy, N. Y., 
manager of the Hudson Valley Display & Distribution 
Service. Mr. Bailey will continue to cover Albany, Troy, 
Utica, Schenectady and other cities in this vicinty. 


Roy S. Clark, manager of the Rochester Window Dis- 
play Service, announces that he has moved from 41 Cole 
Street to 185 University Avenue, giving him larger quar- 
ters and a much more central location. Mr. Clark recently 
completed the Nature’s Remedy and Iodent campaigns suc- 
cessfully in both Rochester and Syracuse, having added the 
latter city to his territory. 


Norman H. McDonough, who formerly conducted an 
advertising service in one of Toledo’s downtown office 
buildings, has now established himself in larger quarters 
at 404 Jackson Street, where he is conducting the Flint 
Display Service. His work for national advertisers is draw- 
ing considerable comment and he recently finished display 
installations for Gem Safety Razors and Flt, both cover- 
ing a wide range of wiidows. 

Frank Allen, of the Allen Sales and Display Service, 217 
Franklin Street, Buffalo, N. Y., has added Rochester and 
Syracuse to his territory and is meeting with consider- 
able success in the handling of window display contracts 
for national advertisers covering the three cities. 
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Se. ena 


The Honor Roll of Display pice 


The DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. 





i 





DALLAS---FT. WORTH 


———————_TEX AS——_- 
PROSPERITY ZONE! ' 
Window displays installed by prize-winning window trimmers. 
Delivery Service, Signs, Show Cards, House-to-House 
Distributin 


g. 
HUGHES ADVERTISING SERVICE 
205 N. Ervay St. Floyd G. Hughes, Mgr. Dallas, Texas 








A Complete Window Display Service for National Advertisers 


COLUMBUS, OHIO 


100 Drug Store and 250 Grocery Windows Available. 


F. ALTMAN & SON 
139 East Rich St. Bell Phone: Main 7756 
Associated with Window Display Installation Bureau. 





THORNHILL’S DISPLAY SERVICE 
912 High Street, St. Louis, Mo. 
Complete Window Display Service for National 
Advertisers in 
St. Louis and Vicinity 


PHILADELPHIA 


and surrounding points. 
Window Displays Delivered and Installed for National Advertisers. 
We Seariatins in an “ALL YEAR ROUND” Service. 
Associated with Window Display Installation Bureau. 
Installation Capacity 500 Displays per week 
For Further Information and Quotations Write to 
SAMUEL J. HANICK, 1214 Race Street, Philadelphia, Pa, 


DALLAS, FT. WORTH, WACO, CORSICANA 


and Surrounding Towns. 


Better Window Displays Installed for National Adver- 
tisers — House-to-House Distributing — Signs, Show 
Cards and Attractive Chalk Window Signs. 
PARKER’S ADVERTISING SERVICE 
901 West Jefferson Ave., Dallas, Texas 











Sho-Cards and Window Installations, for Eastern Ohio, Western 
Pennsylvania, and the Neck of West Virginia. 


CERAMIC SERVICE COMPANY 
O. E. Greenawalt, 
EAST LIVERPOOL, OHIO 
“THE POTTERY CENTER OF AMERICA.” 
Associate of Window Display Installation Bureau. 





JACK SHENKER’S DISPLAY DECORATIONS 
134 West Broadway (near Duane St.), New York City 


Fancy Papers, Baskets, Spot Lights, Flowers, Tinsel, 
Velours, Show Cards, Valances, Reflectors, 
Fixtures, Price Tickets, Beaver Board, Etc. 


BOSTON, MASS. 
‘and Vicinity 
EASTERN WINDOW DISPLAY CO. 

537 Shawmut Ave., Boston, Mass. 
Guaranteed Window Display Service and Distribution 
for National Advertisers 
Associate of Window Display Installation Bureau 


PIONEER DISPLAY SERVICE 
FRED W. WEBER 


INDIANAPOLIS, IND. Ree 
A complete merchandising service put on in conjunction with 
your display campaign. Write for data and references. — 
Member Chamber of Commerce, Advertising Club, Better Busi- 
ness Bureau. a 
Offices: 824 Continental Bank Building 
Member, Window Display Installation Bureau. 














: Art-Idea 
Vv ISUALIZATION Folder 


“Putting Ideas into Picture Form” 
METROPOLITAN TOWER, N. Y 





DETROIT WINDOW DISPLAY SERVICE 
232 Lafayette Blvd., West Detroit, Michigan 


QUALITY Window Displays installed for National 
Advertisers anywhere in State of Michigan and at 
Toledo, Ohio—House to House Distributors. 


R. V. Wayne, Manager 


A. S. FELDER 
24 Years Originating and Featuring Displays 


WINNER OF 50 PRIZES 
New York Specialist on Booths for Expositions 
Unit Displays for National Advertisers 


256 West 3th Street—Telephone 5595 Chickering—New York City 
Director Central Institute of Window Dressing 


OMAHA 


Council Bluffs, Iowa, and Vicinity. 

A complete Window Display Service for National Advertisers. 
Associate of Window Display Installation Bureau. 
OMAHA DISPLAY SERVICE 
511 North 26th St. Omaha, Neb. 


CINCINNATI 


Dayton Springfield Hamilton 
An Efficient Window Display Service for Local Merchants and 
National Advertisers. 
WINDOW DISPLAY SERVICE OF SO. OHIO 
Pickering Building Cincinnati, Ohio 
Associated with Windew Display Installation Bureau. 


WORSINGER WINDOW SERV!CE 
110 West 40th Street, World Tower Bldg., New York City 

Originator and pioneer in window display photo system. I have 
largest and newest collection of photos of leading New York 
City department store and specialty shop windows, covering 
various subjects and industries. State your needs. For $5.00 
monthly in advance we will send you for one year, each month. 
15 new assorted photos, giving brief description. 


Special Photo Service for Local and National Advertisers. 


LOS ANGELES, CALIFORNIA 


Four Years of Installing Better Displays on the 
Pacific Coast. 


LAWSON 
WINDOW DISPLAY SERVICE 
210-18 Transportation Bldg., 7th at Los Angeles St. 


WINDOW DISPLAYS OF EVERY DESCRIPTION 


In New York City, Brooklyn, Philadelphia and suburbs. Our record 
covers the handling of display contracts for one well-known con- 
cern fifteen years, another ten years, and others of almost as 
long duration. For attractive, effective and reliable displays, 
give us a trial. Satisfactory results guaranteed. 
MERCHANTS WINDOW DECORATING SYSTEM CO., INC., 


J. G. Waters, Pres., 375 Marlborough Road, 
Telephone Buckminster 5010 Brooklyn, N. Y. 


NATIONAL ADVERTISERS 
and Local Merchants 
A complete and efficient service for the installation of window 
displays in 
DAYTON AND SURROUNDING TERRITORY 
Model display installations planned for manufacturers for dis- 
tribution to dealers. 
DE LUXE STUDIOS 
201 Rauh Building Dayton, Ohio 



































THE DISPLAY “WORLD September, 1925 


CTVO*X. 


Rane 
on ¥ 


Gaara 


MENS 
HATS 


Clugust 
FURNITURE 
Sale _ “ats | 


\ 


ry 


OVERCOAT 
SALE 
‘3950 


ns 4 Peis 


Group of Attractive Window and Interior Cards by Frank Tucker, Cord Wr-ter, Joseph Horne Co., Pittsburgh, Pa. 
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TRADE MARK REGUS PAT.OFF. 


BRUSHES ano SUPPLIES 
for a successful Fall season, to all Display Men, Sign 
Painters, and Card Writers. 


We wish you well ,and to wish you the very best, we 
can wish you no better than to recommend to yQu all 
“Perfect Stroke” brushes and supplies. 


Get our Catalog No. 12 and pick out your needs, 
so that you can get a flying start for the season. 


BERT L. DAILY 


126-130 E. Third Street Dayton, O. 





Air Brushes, Automatic E!ectric Air 
Compressors, Foot Pump Outfits, 
Easel Drawing Tables, Stencils, Etc. 


Our Artist Friends 


know. a good thing when they 
see it—and the greatest sign- 
artists have shown such a de- 
cided preference for 


MAKE THEM STOP-- | $HO-CARD 
To Look at YOUR Windows Quality Board 


sia, RS De Pipi Sets that we* have been forced into 

ws an e your r sa > , 89177 : 

keep them dressed up and attractive. greatly increased production. 
To our great gratification— 


The Paasche Air Brush will help you do this. ; 

Striking displays, attractive show cards and back- Quality Does Count. 

grounds, simply and quickly made the Paasche 

way, will draw customers into your store. Twenty-seven gorgeous colors 
Dress up your windows and pep up your sales in all. Samples on request. 


with a Paasche Air Brush Outfit. It’s inexpensive 
and pays big returns Hurlock Bros. Co., Inc., Mfrs 


Write us today for details. oe : 
PAASCHE AIR BRUSH COMPANY oS Laine st PHILADELPHIA, PA. 


1902 Diversey Parkway Chicago, Il. 


New York Cleveland Los Angeles Detroit 
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Cartoons Add to Effectiveness of Show Cards 


Plain line drawings with a bit of humor increase the sales power of 
window and counter cards without detracting from the message 


By PAUL GREIL 
Card Writer, Jahraus-Braun Company, Buffalo, N. Y. 


Y the use of cartoons, either with or with- 
out a touch of humor, attractive and prac- 
tical cards can be created that will add an 

immeasurable value to the sales power of a dis- 
play. In the cards illustrated below the drawings 
have been placed in circles and ovals, which makes 


them stand out without detracting from the mes- 
sage on the cards. This is of utmost importance. 
These cartoons are not in colors and were enlarged 
with a pantagraph from drawings that were clipped 
from magazines. The cards are 12x18 and were 
made on buff colored mottled mat board. 


Group of Show Cards by Paul Greil, Jahraus-Braun Company, Buffalo, N. Y. 
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Show Card Value Underestimated 


Careful study should be given display before card 
is made up so all points will be understood 


By C. W. SMITH 
Card Writer, Block & Kuhl Co., Peoria, Ill. 


HE average merchant pays little or no atten- 
tion to a show card, its layout, its color 
scheme or the great part it plays in the sale 

of his merchandise. As long as it is a card and has big, 
bold lettering, preferably red, he is entirely satisfied. 

But let Mrs. Public come along and gaze into his 
window. She sees a nice assortment of dresses of a 
new material; her curiosity is aroused; she turns to the 
card for information. All that she can see is the word 
‘Dresses” in large type. Of course, she knows that 
they are dresses. Why insult her intelligence by telling 
her so? 

Right there is where Mr. Merchant loses a sale. 





Two Attractive Cards by Mr..Smith 


Not because his merchandise was improperly displayed, 
for it performed its chief function—to attract and inter- 
est the passerby-—but because this sovereign lady likes 
to see things at a glance and does not care to take the 
time to study out the points not clearly undersood. 

The dress, perhaps, was exactly what she wanted, 
but something, probably a sixth sense, told her there 
was something wrong. This was not the only merchant 
in town, so she went along until she came to a store 
where more information was given out. Imprinted in 
large letters on the card was the fact that a new piece 
of goods made into a dress was for sale. The word 
“dress,” in this instance, was in small type, but the 
necessary information was before her in plain print. 

When a card is made up it should be studied and 
carefully blocked out. The public should be given ex- 
actly what they want, with ample credit for a little in- 
telligence. 

Harmony in a show card is just as essential as har- 
mony in a window. The majority of people haven’t the 
least idea as to the value of colors, but their eyes and 
their sense of color appreciation tell them when some- 
thing is right and when it is wrong. If a card can be 
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To Serve You! 


ORE efficiently ; Nat-Mat Show Card 

Boards are being produced with 
added Stiffness, Thickness, and Strong 
True Color—Many beautiful shades, three 
popular thicknesses—8, 12 and 16 ply. 
Samples free. 


“It’s in the , Surface” 


UR, creations in Cut-outs and beveled 
edge specialties are sales producers. 


National Card, Mat & Board Co. 


Manufacturers of 
“Cardboards of Distinctividuality” 


4318-36 CARROLL AVE. CHICAGO, ILL. 


> Greetings to Pacific Coast Display 
Men’s Convention, Portland, Ore., 
September 28-30. 
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“Qube Your Labor in 2 and Your Time in 2” 
Every Speedball Pen 1s equipped with the faultless 
double reservoir ink retainer-a patented feature, 
it loads witha dip,automatically controls the flow 
and. distributes the ink evenly Over the entire tip. 
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C.HOWARD HUNT PEN CO.. CAMDEN Bu: USA 
Sole manufacturers and distributors of Speedball fens - Inks - Text Book 
En nglish Orders filled by Henry C Butler , Aston Mi// Hawarden. En ne 
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| We've Produced a New 


~ FLORCLOTH 


| Which has all the colorings of Fall in it. 
$1.50 per yard; 36 inches wide. 
Samples on Request. 


WINDOTRIM FABRICS, Inc. | 


17 Madison Avenue 
New York 








CREATE NEW SCENIC EFFECTS! 
Sondergaard’s “PARADOX” 
St BRONZE WATER COLORS 
PAEADOX | | Cover with first stroke of brush and flow freely 
eA from pen in show card work. 
Sane) TRIAL OFFER 
Bright Gold All 
Lemon Gold 7 
BEAUTIFUL 


Deep Gol 
SHADES ea 


Pale Gold 3 sl [ 
every Artist Copper Gold paid in U. S 
should have. Chocolate 


Any shade 50c Silver- $3.20 
ee a | JOHN W. GRAHAM & CO. 


Add 5c postage | 
in U.S.A. | 709 First Ave., Art Dept. SPOKANE, WASH. 


Shades shipped charges 
ae 








W|I Picture Your Message’’ 


Window Display Screens, 
Backgrounds, Panels and Dec- 
orative Platforms, Tripods, 
etc., for 


Rent or Sale 


Individual and Artistic. New De- 
signs. Beautiful color combinations 
with changeable scenic centers. 
Will please the most fastidious 
display manager. 


JOHN MASON 


1608 Pine Street Philadelphia 
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The F'ountain Air Brush 


For Showcard and Sign Writers 
Easy to Handle and Keep in Order 
Ask Any One of 18,000 Users 


Write for Catalog 52 D 


Thayer & Chandler 


913 Van Buren, CHICAGO 

















a SALES 9& 
doe ELECTRICTURN TABLES 


DisPLAY «0 SELL MORE. GOODS! 


Electric cost 3 cents per day—Capacity over 100 Ibs. 
Fully Guaranteed—Write Today. 


ove ELECTRIC WINDOW SALESMAN CO.“ seston 











Seek a new Position? Use the Opportunity Exchange. 
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harmonized with the material in the window, so much 
the better. At times this is almost impossible, but by 
choosing simple colors—something that goes well with 
the background—it can nearly always be done. Uni- 
formity should be observed throughout, and when pos- 
sible the interior cards should have some connection 
with those used in the windows. 

Enough stress cannot be made upon the importance 
of a card writer being up to date. It isn’t so hard to do 
that, and in a sort of consulting library should be kept 
everything that is or might be of some value. Cut-outs 
from good magazines, authentic in their advertisements, 
are easy to obtain, and when properly filed become of 
great value. 

Most of us haven’t the genius to be entirely original, 
and that is where the cut-outs and advertising designs 
become useful. On one may be found a little fancy 
scroll, on another an attractive figure and another a 
neat type of lettering. From all of these ideas one card 
is turned out that smacks with originality, and that is 
what most of us strive to obtain. ' 





Display Material Must Be Practical 


Four very important points must be considered by 
manufacturer before beginning display campaign 
Bp R. H. YOUNG 
Adv. Mgr., The Stanley Works, New Britain, Conn. 

HOULD the manufacturers spend money 
for window display? No doubt, many 
manufacturers have asked themselves this 

question many times. Perhaps they have been 
discouraged through the inability of their  sales- 
men or their advertising department in dis- 
tributing display material where it will do the most 
good. 

They have found that their answer may lie in 
varied places. First of all, have they made a prac- 
tical window display, or have they printed a few 
pretty pictures? Next, have they sent these pretty 
pictures or the practical display out to all of the 
dealers in the country they can think of, or have 
they sent them out only upon request from their 
salesmen or from the dealer? Third, have they told 
and sold the dealer on the use of window display? 
Fourth, have they kept the ideal of using window 
display consistently before the dealer? 

To have a window display successful each one 
of the four points have got to be covered and an- 
swered by the manufacturer and his sales organiza- 
tion. One is of little value without the help of the 
other three. 

Just to cite an incident where a small town 


-dealer was not either sold on the display proposi- 


tion or was he resold on the idea of continually 
using these displays. A very elaborate display, 
costing as much as $8.00 for a small unit, was sent 
to this small town dealer. A salesman happened 
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to remark to him, “Why don’t you place this in 
your window correctly? You're not getting the 
most from this display.” 

“Oh, that’s all right,” he says, “when that doesn’t 
work, why, we'll throw it away.” 

It certainly is a shame that a manufacturer 
would even send this dealer a valuable display and 
have that sort of a thought in his mind. It would 
be rather hard to tellethe life of that display. It 
might be one week or it might be one day. But 
in any event, it is very discouraging to the manu- 
facturer, and, of course, a little or no use to the 
dealer. He does not get his full value from the 
material and perhaps condemns the article which 
the display features consequently. 

When our new line of Stanley Four-Square 
household tools was loaned to the hardware trade 
not a display was sent out unless we had an order 
for it from our salesmen or direct from the dealer. 
After the display was received by the dealer, we 
kept him sold by telling him of the various uses for 
such a display and asking him to try out the dis- 
play with our national advertising. Consequently, 
we have orders for the displays a year old. now. 

We feel very well pleased with the very fine re- 
ception the hardware dealers have given the win- 
dow display of the new line of Stanley Four-Square 
household tools and we feel that perhaps this is 
justly due our organization because we gave careful 
thought and study to the preparation of this ma- 
terial as well as its distribution. 

Summing up the question of window displays it 
always will be and always has to be a Certain 
amount of good and a certain amount of bad win- 
dow display material. The good will, of course, 
win out and the bad will fall by the wayside. On 
which side are you and your material? 





Shadow Box Ideal for Banks 


(Continued from page 48) 


“Why Hunt the Rainbow’s End— 6 Per Cent Brings 
It to You” and “The Rainbow Comes Down in Your 
Savings Account—6 Per Cent is the Treasure You 
Find There.” 

The shadow box is used only at intervals to 
avoid it becoming monotonous and overworked, 
but for feature displays it serves its purpose in a 
most admirable way. Banks, savings companies 


and similar displays are wonderfully interesting, 


and any displayman who has the opportunity to get 
into this work in full or spare time will find it truly 
‘ascinating. The writer has been installing these 
lisplays for about two years and feels that the 
added experience and different view of display work 
has been very beneficial in his regular position as 
department store display manager. 
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GOOD DISPLAY MEN KNOW 


the finishing touches should be put on with an 
Air Brush. 













Send for information concerning 
“THE AIR BRUSH WITH THE 
GOOD REPUTATION.” 


The Wold Air Brush Mfg. Co. 


2173 N. California Avenue Chicago, Illinois. 











SALE POSTERS) 


READY TO USE 
Printed in Bright, Attractive Colors. Equal to Hand- | 
Painted at a Small Fraction of Their Cost. 
WRITE FOR ILLUSTRATED CIRCULAR. 
W. B. YOUNG & CO., 160 N. Wells St., Chicago 














THE KINNEAR ARTCRAFTS 


Window Settings and Novelties, 
Art Panels, Scrolls, Backgrounds 


Correspondence solicited. 





19 EAST 15th STREET NEW YORK 











Keep up with the latest Professional 
and Amateur 


THEATRICAL DISPLAYS 
Drama el America. 


59 East Van Buren St., Chicago Illinois 
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Evolution of Drug Store Displays 


Drug store fronts have experienced a decided change in appearance 
during last few decades—Now modern and well lighted 


By W. D. CANADY 


Advertising Manager, Lehn & Fink, Inc., New York City 


WENTY-FIVE years ago the drug store 
window was merely a label that an- 
nounced to passersby a pharmacy. But 
the familiar symbol of the apothecary, 

the glowing red and green jars, are rapidly follow- 
ing the candy stick barber’s pole and the cigar 
store Indian into the realm of relics of another 
generation. 

Today the drug store is to be compared no more 
with the pharmacy of the last century than is the 
motor car with the horse and buggy. 

The druggist of 1925 must be, to be sure, an 
expert and competent pharmacist. His professional 
responsibilities have increased rather than de- 
creased with the vast-number of new preparations 
and formulas on the market. He must still be the 
friendly advisor to his customers in matters of 
health, but his field of usefulness to the community 
has widened. He must be also a merchant of in- 
telligence, judgment and discrimination. 





From the sale of a limitéd number of pharma- 
ceuticals and the filling of prescriptions, his duties 
now cover a wide range of uses. His required 
stock in trade has doubled and redoubled, and it is 
no uncommon thing for a druggist today to carry 
from two to three thousand different items on his 
shelves. 

As the druggist has transformed himself to a 
merchant and pharmacist as well, so has also 
the appearance of his store undergone a decided 
change. People no longer patronize the drug store 
only when they are in need of medicine. They go 
there now to buy many luxuries and conveniences 
—as well as the necessities—of modern life and health. 

Drug stores are, accordingly, no longer the 
cramped and dingy little shops, reeking of herbs 
and pharmaceuticals, that they were a few decades 
ago. Situated on the busiest and most prominent 
corners, advertised by electric signs and brightly 
lighted windows, they seek now to attract the 


Well Executed Display by Lehn & Fink, Inc., to Aid in Merchandising Pebeco Tooth Paste. 
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passerby and tell him that they stand ready to 
cater to a wide variety of his needs and wants. 

Interior fixtures are modern, attractive and sani- 
tary. Plate glass and mahogany show cases re- 
place the old-fashioned shelved walls, with their 
rows of gold-labeled glass jars. Stores are now 
divided into departments and goods are merchan- 
dised intelligently, with convenience and economy 
of time. No class of stores has shown the same 
degree of progress in the past twenty-five years 
as the drug store. Yet, while the appearance of 
the stores themselves have steadily advanced to 
keep pace with the progress of the times, many 
druggists still regard their windows facing on the 
street as mere show cases. 

If enough merchandise was piled up in a win- 
dow and price marked, the window decorator’s job 
was considered complete. Unquestionably—for cer- 
tain kinds of merchandise—their mere showing and 
pricing is the most effective method. But in highly 
competitive fields and in certain specialized lines, 
this is not enough. The windows must be made 
to SELL as well as to SHOW. 

Manufacturers, realizing the immense value of 
the druggist’s windows as a link in their selling 
chain, soon began supplying window display ma- 
terial of their own. This—at first welcomed—soon 
became an abuse. Displays were created hurriedly, 
without thought or consideration of the druggist’s 
needs, and distributed promiscuously. Displays of 
summer items reached the druggist when he was 
shoveling the snow from his sidewalks, displays of 
high-priced luxuries were sent to drug stores lo- 
cated in the shabbiest districts, and glaring patent 
remedy placards were sent to stores serving ex- 
clusive residential sections. 

Druggists revolted against these thoughtless and 
wasteful methods. A large percentage of displays 
found their way to the drug store celler, where they 
still lie, buried in dust. Others had a quicker fate 
the ash can. 





The more that druggists began to realize the 
value of their window space as merchandising links 
between their stores and their customers, the more 
particular they became in the selection of the dis- 
play material used. Inducements, in the way of 
special window service and special discounts, and 
in many cases free goods, were offered to druggists 
by manufacturers in order to get their displays 
used. But the great majority of intelligent drug- 
gists placed the merchandising value of a window 
above free goods and special discounts. All the 
free goods in the world—if unsaleable—would not 
mean bigger profits and quicker turnover to the 
druggist, but would merely clutter up his stock 


- 


room. 


(Continued on page 79) 
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SHOW CARD 
WRITING 


By JOSEPH BERTRAM JOWITT 
This is the first and only practical book on show 
card writing written from the retailers’ angle. 


Mr. Jowitt, the author, is internationally known as 
an expert teacher and »practical show card writer. 


This course is written in understandable language 
that either the clerk or proprietor can with but 
regular practice, master show card writing. 

Why pay for expensive interior or window display 
cards cr price tickets? 

Why use poor show cards when this art is so close 
to your pocketbook? 


ONE HUNDRED AND FIFTY-ONE 
ILLUSTRATIONS 


Showing actual methods in their respective stages 
from the first stroke to the finished line. Giving 
examples of the finished cards. Telling material 
necessary—all that is, needed to learn practical Show 
Card Writing. 


PRICE, $2.00, POSTPAID 
Cash With Order or Sent Parcel Post C. O. D. $2.10 
ORDER TODAY 


DRUG STORE MERCHANDISING 
Book Department 


2058-2060 NORTH WESTERN AVE. 
CHICAGO, ILL. 











Lowest Prices---Better Quality 


BUY YOUR DISPLAY FIXTURES 
WHERE CHAIN STORES GET 
COMPLETE SATISFACTION. 


Send For Our Catalog—It Will Convince You 


ANGLO DISPLAY FIXTURE CO. 


246 West 38th Street New York City 





Rubber Covered and Wire 


Fruit Set Racks, Brass Plate 
Hangers, Punch Bowl Hooks, etc., 
for DISPLAYING Plates, Bowls, 
Pocket Books, Boxes, Pictures, 


Easels or Stands 





Manufactured by For Plates For Bowls 


M. FINKELSTEIN,* 570-572 Grand St., New York City 


TELEPHONE: ORCHARD 9347 








SAVE TIME 








Secure Better Illustrations—Use an 
All=-Metal PANTOGRAPH 

for roughouts, layouts, enlargements, 

reductions, checking proportions, etc. 

SIMPLE — ADJUSTABLE — PERMA: 
NENT — ECONOMICAL 

Sent postpaid on receipt of only $3.50. 

Money refunded if not satisfactory. 

DRAWING-AIDE CO. 
228 Caxton Bldg. Cleveland, O. 





Advertise Your Wants in 
THE OPPORTUNITY EXCHANGE 
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STORE EQUIPMENT DIGEST 


Fixtures --- Show Cases --- Store Fronts --- Plans --- Equipment 

















Merchandising Methods and Equipment 


Stores with modern equipment have many more chances of being 
successful than those where antiquated fixtures are being used 


By W. G. FISCHER 


W. B. McLean Manufacturing Company, Pittsburgh, Pa. 


ORE than two-thirds of the average re- 

tailer’s waking hours are spent in the 

store, putting up with discomforts, incon- 
veniences, gloomy surroundings and shabby fix- 
tures that he discarded in his home twenty or thirty 
years ago. And yet he is in his store five times as 
many hours as he is awake in his home. 

The answer may be that his wife, the home 
maker, is more progressive, but that is a bitter pill. 
The truth is probably that he centers his attention 
more on the home because habit and association 
have made him regard business as a necessary evil. 

There are two classes of stores—profitable and 
unprofitable. The first type discounts the advan- 
tage of equipment because they are already suc- 
cessful without it. The latter are interested and 
teachable, but see an apparently insurmountable 
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difficulty of cost in improving their merchandising 
equipment. 

Both are closing their eyes to the safe, sane, 
secure and sure way of knowing what they are do- 
ing while doing it, and of proving to their own 
satisfaction (without risk) what the latest mer- 
chandising machinery will help accomplish. 

The profitable store can be made more profit- 
able by improving one department at a time. Set 
a new sales and turnover quota for this depart- 
ment and then begin the most interesting and fas- 
cinating game it ever had—that of working up to 
this quota. And as each department produces ad- 
ditional profits, other departments may be tackled 
and speeded up in the same way. 

The unprofiable store can feel its way by paying 
for unit improvements only as the improvement 

pays for itself. A de- 
ferred payment plan 
requires but a_ small 
fractional outlay in 
cash and the improve- 
ments should bring ad- 
ditional sales of many 
times the amount. 

The odds are twenty- 
five to one against any 
and every retailer mak- 
‘ing a satisfactory suc- 
cess. The mortality in 
distribution is far 
greater than in pro- 
duction. The reason 
is undoubtedly because 
more thought has’ been 
expended on the ma- 
chinery of production 
than on the machinery 
of distribution. 


Section of Interior of C. M. Black’s Drug Store Showing McLean’s Fixtures. A’ store does not 
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need good fixtures in 
order to make money, 
but it is quite certain 
‘hat the stores having 
modern equipment 
have many more 
chances of making big 
money. 

Planning an_ ordi- 
nary retail store 1s 
astly more important 
proportionately than 
planning a big depart- 
ment store because a 
greater proportionate 
amount of business per 
“man power” is trans- 
acted. 

Time is the measure 
of business just as 
money is the measure 
of wares. The pro- 
voking- expenses. of 
business, the leaks and the’ losses, are the result 
of lost time or too much time taken for accom- 
plishing a given thing. 

To choose time is to save time. To be able to 
arrange things in the proper way so that they will 
increase results and reduce effort at the desired 
time is a funetion that means more than money. 

Selling must be speeded up. Distributors must 
keep pace with producers by increasing the rate of 
turnover. The percentage of gross margin in suc- 
cessful retail stores is usually smaller than that of 
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McLean Unit Equipment Recently Installed for Marshall & Pendargrast, Atlanta, Ga. 
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Glassware, China, Novelties and Gifts Require Proper Display Equipment. 


the average store, from which we learn that big 
profits do not make successes. 

The jinx to gross margin or long profit, as it is 
sometimes called, is time. It is readily enough 
computed that eight turnovers at thirty per cent 
gross margin are better than four turnovers at 40 
per cent. And yet, in the face of facts, figures and 
irrefutable evidence, we still find many retailers 
who -disregard the warning signal of the times 
to “speed up” turnover. 

In years to come the retailer with the old sys- 
tem of long profits and 
slow turnover is 
doomed to the same 
fate that eventually 
came to the manufac- 
turer who continued 
to spin cotton by hand. 


The adoption of ma- 
chinery by larger plants 
has virtually forced 
the smaller plants to 
adopt similar methods 
for the sake of econ- 
omy. And so, too, the 
adoption of machinery- 
like methods by large 
retailing organizations 
is forcing the smaller 
store having ancient 
selling principles to 
realize its handicap. 
and make the needed 


improvements. 
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> Santa Claus Snow 


will give to your holi- 
/ day windows the true 
| spirit of Christmas. 


5 You will find Santa 

"| Claus Snow adds wonder- 

H) fully to any holiday deco- 

mi ration. It is made up of 

fia multitude of crystal 

‘j clear flakes that glisten 

and sparkle brilliantly un- 
der any kind of light. 


Use Santa Claus Snow 

#{ on all of your decorations 

and show cards. It costs 

little and produces a great 
effect. 


You will also find Santa Claus Snow an easy and profitable 
seller in your toy department. Order from your jobber. 


U.S. MICA MFG. CO., #27 .si"t" 











DOLLARS FOR DISPLAY IDEAS! 


Cash in on your displays of sporting goods by 
entering them in contests conducted by The SPORT- 
ING GOODS DEALER. This magazine’s Prize 
Tackle Contest is now on. It will close October 1. 
Various other events of similar nature are conducted 
throughout the year, making The DEALER, in addi- 
tion to being foremost in the sporting goods field, one 
of the most interesting monthlies available to dis- 
playmen. 

At present we are giving away with each sub- 
scription one copy of our Window Display Book for 
Sporting. Goods Stores, containing a treasure of dis- 
play ideas, well illustrated, and instructions by the 
noted artist, G. A. Smith. 

Write today for particulars about this book and 
The DEALER, or, better, submit $2 for a year’s sub- 
scription and receive the book by return mail. 
Money refunded if not satisfactory. 


THE SPORTING GOODS DEALER 


10th and Olive Streets 








St. Louis, Mo. 

















“TRIDESCENT”’ 


SILK PLUSH 


You’ve seen it, you’ve wanted it; here’s where 
you can get it, besides all other kinds of 
fabrics for your displays. 


WINDOTRIM FABRICS, Inc. 
17 Madison Avenue 
New York 
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(Continued from page 65) 


large corner window at State and Jackson is devoted 
exclusively to the display of Stetson hats in a variety 
of styles and colors. Red and green autumn foliage is 
generously used about the floors, on the stands and in 
the background of the window with good effect. Sey- 
eral Stetson posters are also used, being placed at ad- 
vantageous points in the window. 

The four vestibule windows on either side of the 
two entrances to the store are featuring a “special” on 
silk hosiery at 55c a pair. The hose have been featured 
strongly in the M. L. R. newspaper advertising during 
the week past, quoted as $1, $1.25 and $1.50 values. 

The large windows are divided into two and three 
unit spaces, where a single group of two or three suits 
and topcoats are shown together, augmented by appro- 
priate items, such as shoes, gloves, canes, ties, etc. The 
displays are divided not only by a regular divider, but 
by a neat and compact tie unit display in which the 
yardage of silk the same as the tie is used with excellent 
effect. Some bright red ties in nearly solid effects with 
check and striped self patterns prevail. The fall Man- 
hattan shirts are also featured in one large unit. Boys’ 
clothing is well displayed on the State Street side, and 
also an interesting window of H. S. & M. coats for 
women. The latter have been in the window regularly 
for more than a year, and the women’s coat business of 
this store is widely talked of among the trade. 

At The Hub the displays likewise present an unmis- 
takable appearance of autumn. The large windows are 
divided into three unit displays of clothing, with the 
spaces in between the units attractively treated with 
single pedestal trims of small items, consisting of hand- 
kerchiefs, hosiery, etc., in bright patterns and colors. 
The clothing units are models of good unit arrange- 
ment, being made up with two well- caper forms and 
one suit drape. 

The center form is shown on a pedestal at the rear 
of the plateau, upon which each unit group is set. The 
other form and the drape were placed on the lower 
front corners of the plateau, one of the forms showing 
a single-breasted model and the other a double-breasted 
model in the same fabric. Gloves, shoes, hats, canes 
and luggage pieces are among the different things used 
to glorify the clothing. At the base of the center form 
a few sprays of rich yellow and brown silk velvet 
grape foliage with dark purple grapes were nicely ar- 
ranged to give the striking autumn note to each such 
unit display. A red velour drape with gold braid 
draped over the center pedestal and down about the top 
of the plateau adds further to the warmth and richness 
of the various units. Piping Rock flannels are among 
the suitings materials prominently featured. 

In the thirty-foot window just around on the State 
Street side three generous sized units are devoted to 
the display of boys’ and youths’ clothing and furnishing. 
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FOR SALE—There is only one Window 

; WANTED Sock for decorators manufactured. It has 
f the Salesmen selling fixtures to carry an elastic band taped and sewed in the SALESMEN 

a a well-advertised line of Va-: top. Was patented May 20th, 1924. Made 
I” on lances and Drape Shades. We sab eek sine Seah coke cle oe 0h oor ines 
tured are an old established house pair; $4.25 one half dozen; $8.00 per dozen, Valances for Show Windows 

; manufacturing our own _ lines. eateinaes” erie tae ae 
i Our liberal commission arrange; | | 29 sou Benton Way, Lan Angles. Cal Can be handled os 
-. increase in your present income. A Full Line or Side Line 
three Write full information as to ter- Wiles Eoteetens ane ee a 30% COMMISSION 
suits ritory now covered and lines sold. tical, low priced courses. No others like 

All replies will be held strictly ours. Real artists your teachers. Increase és ” 

ppro- confidential. your earning capacity. Learn a well-paid Address, i O., 

. - profession, Send stamps for terms and 
The The National Decorative Company illustrated literature. SPLAY WORLD 

Care of The DI 

: hat 5 Hudson St., Camden, N. J. ENKEBOLL SCHOOL OF ARTS, 
e Omaha, Neb. . 
h the 
ellent POSITION WANTED—Young man with 

“af - years’ oe eine as combination dis- 
with playman and cardwriter, desires connec- 

, WANTED tion with a live concern in a small or SALESMEN WANTED 
Man- large city anywhere in the United States. 

; Salesmen selling fixtures and flowers to Can furnish the best of references and P - , 
Boys carry our long established, well known submit samples of work. saws ve Peives To sell the finest line of holiday 
, and line of Peerless and Regence Silk Plusnes, rg Address “W. L Ss.” 7 eg The ready-to-letter show cards and 
, Silk Velours, and other fabrics, specially DISPLAY WORLD. price tickets. They’re easy sellers 
s for adaptable for window trimming. Our d bi " 
ularly liberal commission arrangement should = 2 ae 

insure a decided increase in your present fs ae 
ass of income. All answers will be considered : = ae ewer arhvegeed 3 Special Proposition to Dealers 
riety confidential popcieg ap geegapens 

A tive combinations for window displays THE LACKNER Co. 
nmis- WINDOTRIM FABRICS, INC., show cards, and wherever color is used. ‘ . 

17 Madison Ave., New York City Address “T. C. C.,” 21 W. Pearl St., Cincinnati, Ohio 
pe Ste Care The DISPLAY WORLD. 
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_— : : Pebeco id health th obtained and mai 
aca r 1- 
olors. Evolution of Drug Store Displays ebeco idea—a healthy mouth obtained and mau 
awe iissiatiniatk tions emu 0 tained by proper attention and care of the salivary 
. glands. The action of Pebeco on these glands and 
s and Today the better manufacturers realize the 7 : ; ] , i 
ie ; ; the resultant increase in their activeness was shown 
wastefulness and ineffectiveness of these methods Oe “iy : 
Pony and redieat-changes; both in- the preparation ‘of and —and still is shown—to eliminate the underlying 
: d ; 7 ‘ causes of tooth decay and mouth unhealth. These 
The in the marketing of window displays are taking hi “1; f d 41 
‘ : iat messages, reaching millions of readers every month, 
lower place. Window display material is now created to j d ‘ “ b ; : 
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. such dow display material. The same thought and care tising and the drug store window that has yet been 
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g§ Pp pre} 
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announced by Lehn & Fink, Inc., to help in the their merchandise, but for selling it in greater 
State merchandising of their Pebeco tooth paste. quantity by utilizing to the utmost the merchandis- 
ted to For months newspapers and magazines all over ing power of a sound and widely advertised sell- 
shing. the country have been educating the public to the ing idea. 
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New Order in Show Windows 


Investigation has proven that every merchandising 
plan and problem starts with the display 


By BOB HANSON 


Display Manager, Nelson-Moore Co., San Diego, Cal. 


ECORDS show that 75 to 80 per cent of 
the sales in men’s stores are credited to 
the windows and are, therefore, the start- 
ing point for every merchandising plan and prob- 
lem. The principal idea today is to create displays 
that are institutional building so that customers 


will enter the store to buy collar buttons and 


clothes and never ask what make they are. 


those that feature 
ideas in color, cut 
The staple merchandise is excluded. 
Through the unit display method the passerby is 
shown what articles 


Institutional windows are 
new style 
and weave 


merchandise, new 


of apparel he should and can 
choose to harmonize with others. 


Variety is the spice of displays and show cards 
as well as of life. Frequent changes in the man- 
ner of arrangement as well as the use of back- 
grounds, fixtures and decoratives should be made. 
Price tickets have never created a sale, but they 
have been the means of closing them. 


Clean windows and fixtures, style, merchandise 
invitingly displayed and reason why they should 
buy copy used on the cards are the four essentials 
for a 100 per cent selling display. Either one with- 
out the other is effective, but maximum results can 
be obtained only when the combination is intelli- 


gently and aggressively carried out. 





NEW DISPLAY SERVICE OPENED IN BROOKLYN 

C. L. Cooperman has opened a new window display 
service covering the borough of Brooklyn and all cities on 
Long Island, N. Y. He has established headquarters at 
542 Van Buren Avenue, Brooklyn, and announces that he 
has already secured a number of contracts for national 
advertisers. 








And the Movable Clip Holds Any Size Price Card 
in Any Position 


R. ORTHWINE 
Display Specialties 
343 TO 347 WEST 26TH ST., NEW YORK, N. Y. 
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New Cforms and New Bases 
C for the Effective Display of 


Cfall and Winter Styles 
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Fall and Winter Dress 
Form, Mounted on Our 
New Napoleonic Base. 





Fall and Winter Dress 
Form, Mounted on Our 
New Patrician Base. 














incorporated in these new forms for fall 

and winter display. They are an in- 
surance of perfection in fit, line and drape to 
the display of milady’s garments. 


Te ESSENTIAL style measurements are 


In like manner an atmosphere of style and 
quality is conveyed by the elegance of line 
and richness of finish of the bases illustrated 
above. They are exceptionally adaptable to” 
the display of feminine apparel. 


J. R. PALMENBERG’S SONS, Inc. 


63-65 West 36th Street, New York 


CHICAGO BALTIMORE BOSTON SAN FRANCISCO 
204 W. Jackson Blvd. 122 W. Baltimore Street 26 Kingston Street 11 First Street 
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WE announce the opening and operation of our new Preparing 
Coloring and Preserving Factory located in the North Woods. 


This puts us in a position to render a prompt and efficient 
service under our own control. Then, too, we can give you much 
lower prices than formerly. 











Our new Christmas catalog, 


‘‘The Guide to Better 
Window Displays”’ 


will show a complete line of 
Oak; Beech and Princess 
Pine Garlands, Sprays, Fes- 
toons and Wreaths. 


Write for your free copy. 
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The Adler-Jones Company 
649 So. Wells St. - Chicago 
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